Characteristics of nursery stock consumers in Iowa. by Lorenzen, Emily Sue
Retrospective Theses and Dissertations Iowa State University Capstones, Theses andDissertations
1-1-1979
Characteristics of nursery stock consumers in Iowa.
Emily Sue Lorenzen
Iowa State University
Follow this and additional works at: https://lib.dr.iastate.edu/rtd
Part of the Agriculture Commons, and the Horticulture Commons
This Thesis is brought to you for free and open access by the Iowa State University Capstones, Theses and Dissertations at Iowa State University Digital
Repository. It has been accepted for inclusion in Retrospective Theses and Dissertations by an authorized administrator of Iowa State University Digital
Repository. For more information, please contact digirep@iastate.edu.
Recommended Citation
Lorenzen, Emily Sue, "Characteristics of nursery stock consumers in Iowa." (1979). Retrospective Theses and Dissertations. 17424.
https://lib.dr.iastate.edu/rtd/17424
Characteristics of nursery stock 
consumers in Iowa 
by 
Emily Sue Lorenzen 
A Thesis Submitted to the 
Graduate Faculty in Partial Fulfillment of 
The Requirements for the Degree of 
MASTER OF SCIENCE 
Major: Horticulture 
Signatures have been redacted for privacy 
Iowa State University 
Ames, Iowa 
1979 
INTRODUCTION 
REVIEW OF LITERATURE 
MATERIALS ANO METHODS 
RESULTS ANO DISCUSSION 
SUMMARY ANO CONCLUSIONS 
LITERATURE CITED 
ACKNCMLEDGEMENTS 
i i 
TABLE OF CONTENTS 
APPENDIX A: QUESTIONNAIRE ANO COVER LETTERS 
APPENDIX B: COMPARISONS TO CENSUS DATA 
APPENDIX C: HUMAN SUBJECTS REVIEW COMMITTEE APPROVAL 
Page 
3 
25 
33 
85 
89 
92 
93 
111 
116 
INTRODUCTION 
The demand for nursery stock in the United States has increased 
rapidly over the past ten to fifteen years. Many factors have contributed 
to this trend. A movement to the suburbs has resulted in increased home 
construction and landscaping of homes. Higher incomes and a better 
standard of living have led to an increase in plant purchases. People 
have begun to beautify their bomes, indoors and out, with a greater 
variety of ornamental plants. There has also been an upsurge of interest 
in the beautification of business properties and public areas such as 
highway right-of-ways and recreation land through the use of landscape 
pl an tings. 
As more leisure time becomes available, interest in outdoor living 
and the environment increases. The present "plant boom" is reflected 
in the large number of persons turning to gardening as a leisure time 
activity. There is also a trend toward do-it~yourself landscaping. 
Consumers have a choice of five major market outlets for nursery 
stock which are: retail nurseries, garden centers, mail order nurseries, 
nursery agents, and mass market outlets. As more and more mass market 
firms begin to sell plants, the consumer is confronted with a large num-
ber of options for purchase outlet and consumer services. Convenience 
and price may draw a certain group of consumers to the mass market 
outlets while another group may be attracted to a nursery or garden 
center for the larger selection of plants offered and the availability 
of information on plant use and care. Knowing the needs and desires of 
the various groups of consumers is important to the nursery industry. 
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The objective of this study is to identify the consumers of nursery 
stock, other plants, seeds, and gardening supplies in Iowa. Using this 
knowledge, nurserymen in Iowa can provide better service to the public 
and increase efficiency in the retail aspect of the industry. Nurserymen 
can better plan production programs and marketing strategies needed to 
meet consumer demands. Advertising can be more effectively directed at 
potential customers to increase the market for nursery products. A 
better understanding of consumers and their attitudes regarding land-
scaping can ~elp nurserymen anticipate future market changes. 
Specific goals of this study were to examine the expenditure patterns 
for nursery stock, other plants, seeds, and gardening supplies. Several 
factors related to these expenditures were studied. These included 
sources of gardening information, purchase decisions, and attitudes toward 
landscaping. The socioeconomic characteristics of consumers were studied 
in relationship to expenditures for plants, seeds, and gardening supplies. 
In this study, nursery stock included evergreen and shade trees, 
evergreen and other shrubs, rose bushes, fruit and nut trees, strawberry 
and raspberry plants, grapevines, and perennial flowering plants. 
Purchases of nursery stock , other plants, seeds, and gardening supplies 
such as fertilizers, pesticides, and gardening tools made up the 
expenditures that were studied. 
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REVIEW OF LITERATURE 
The characteristics of consumers of ornamental plants and in par-
ticular, consumers of nursery stock, have not been widely investigated. 
A study of this type has never been conducted in Iowa; however, some 
studies nave been done in other states. Several of these other studies 
have been conducted in southern states. 
Expenditure Patterns for Ornamental Plants 
and Gardening Supplies 
The expenditure patterns for ornamental plants and gardening supplies 
were examined in several studies (Kivlin and Becker, 1958; Garbarino, 
1960; Conklin, 1961; Gatty, 1961; Padgett and Aaron, 1961; Pease, 1961; 
Nyberg, 1962; Padgett et al., 1965; Williams and Sepasy, 1972; Anonymous, 
1973 ; Badenhop and Smith, 1973; Smith and Badenhop, 1973; Anonymous, 
1974; Badenhop and Smith, 1974; Badenhop and Trail, 1974; Smith, 1975; 
Shaw and Still, 1977). Average expenditures for plants and supplies 
varied from $30 to $132 per year in these studies. Padgett et al. (1965), 
in interviews with 1000 homeowners in Atlanta, Georgia, found that 54 
percent purchased more than $100 of horticultural supplies per year. Of 
500 homeowners in Manhattan, Kansas studied by Shaw and Still (1977), 29 
percent spent less than $50 annually on landscaping, 30 percent spent $50 
to $100, and 25 percent spent $100 to $200. In New York, 60 percent of 
264 new homeowners studied by Nyberg (1962) spent less than $50 annually 
for plant materials. These dollar values are difficult to compare 
directly due to the changing value of the dollar during the years covered 
by these studies. 
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These studies also looked at the types of merchandise that were 
purchased. Conklin (1961) studied the purchases of 505 homeowners in 
and near Portland, Oregon. He found that 42 percent of the homeowners 
had purchased nursery stock in 1960. Eighty~one percent had purchased 
seeds, bulbs, and other plants, 84 percent bought fertilizers and pesti-
cides, and 52 percent bought tools and equipment. Badenhop and Trail 
(1974) reported that 12 percent of the 490 homeo\.'mers they surveyed in 
Tennessee had bought trees in 1970. Twenty-four percent purchased 
shrubs; 47 percent, bedding plants; 24 percent, indoor plants ; 63 per-
cent, fertilizers; and 48 percent, tools. Of the 1445 sample homeowners 
from 12 northeastern states, one-fourth had made at least one purchase of 
nursery stock in 1958 (Pease, 1961}. According to Nyberg (1962), 57 
percent of the 264 New York homeowners he interviewed had purchased 
shrubs and plant materials in 1961. Some plants were purchased by 66 
percent of the 291 homeowners studied in Athens, Georgia by Padgett and 
Aaron (1961 ). These studies reveal some possible regional differences 
in the purchases of plants. 
Most homeowners (over 75 percent) have added some nursery stock to 
their home landscapes since the purchase of their home (Kivlin and 
Becker, 1958; Garbarino, 1960; Nyberg, 1962). According to Gatty (1961), 
83 percent of the homeowners in 12 northeastern states had purchased 
nursery stock at some time. One-sixth had never purchased nursery stock. 
Of those who had purchased, 25 percent spent less than $25, 50 percent 
spent less than $100, and 75 percent had spent less than $200 for nursery 
stock. 
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A study conducted in eight southern states (Anonymous, 1973) found 
that 52 percent of landscape plantings were already established when the 
present owners had purchased the house. Padgett and Aaron (1961), looking 
at low-, middle-, and high.priced homes, found that all of the low- and 
middle-priced homes had some landscape plantings when originally sold. 
However, only 18 percent of the homeowners were satisfied with the land-
scaping of their home at the time they purchased it. The high-priced 
homes were usually built by the owners and had no landscaping done by 
the builders. 
Usually about one-third of the total yearly expenditure is spent on 
plant materials. Plant materials accounted for 31 percent of expendi-
tures (Conklin, 1961} and 38 percent of expenditures (Anonymous, 1973). 
The remaining two-thirds is spent on fertilizers, pesticides, tools, and 
other supplies. 
Shrubs, trees, and roses are the most popular types of nursery stock 
purchased. One-t~ird of plants purchased by homeowners surveyed by Pease 
(1961) were roses. Roses were followed by evergreen shrubs, deciduous 
shrubs, evergreen trees, deciduous flowering trees, and deciduous shade 
trees. Conklin (1961), from a study in Portland, Oregon, reported that 
broadleaf evergreen shrubs were most commonly purchased, followed by 
shade and ornamental trees, and roses. According to Garbarino (1960), 
64 percent of the nursery stock purchased by the homeowners interviewed 
in Knoxville and Nashville, Tennessee suburban areas was deciduous shrubs 
and trees, 25 percent was broadleaf evergreens, and 11 percent was narrow-
leaf evergreens. 
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Socioeconomic Characteristics 
Attempts to explain variations in expenditures for ornamental 
plants and gardening supplies have resulted in the discovery of several 
socioeconomic characteristics which influence expenditures. These 
characteristics are the age, educational level, occupation, and marital 
status of the homeONner; household income; size of the family ; age and 
value of the home; area of residence ; and length of occupancy of the 
home. 
Homeowners over 40 years of age were two-thirds of the sample in 
Conklin's (1961) study of homeowners in Portland, Oregon. This group 
made two-thirds of the total purchases of nursery stock, other plants, 
and supplies. Homeowners under 40 had slightly higher average expendi-
tures than those over 40 years old. 
Padgett et al. (1965) found that the average age of garden center 
clients was 40; 57 percent were between 31 and 50 years old. In general, 
people 31 to 40 years of age bought the most ornamental plants and 
supplies. 
In the southern states, expenditures for ornamental plants and 
supplies increased as age of the homeowner decreased (Anonymous, 1973). 
Educational level, occupation, and marital status 
Homeowners with a college education had the highest average 
expenditures for plants in 1958 (Pease, 1961). This group also had 
spent the most prior to 1958. Education is significantly related to 
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expenditures for ornamental plants and supplies (Anonymous, 1973). 
Expenditures increased as education increased. 
Homeowners with professional occupations spent more for plants 
than homeowners with other occupations (Anonymous, 1973). Ninety-two 
percent of the customers interviewed at garden centers in Atlanta, 
Georgia were married (Padgett et al., 1965). 
Household income 
Income is seen as the major factor related to expenditures for 
ornamental plants and supplies. In general, as income increases the 
expenditures for plants increase. This has been reported in several 
studies (Conklin, 1961; Gatty, 1961; Pease, 1961; Nyberg, 1962; Pease, 
1964; Padgett et al., 1965; Anonymous, 1973). However, Williams and 
Sepasy (1972) found no consistent relationship between family income 
and expenditures. Expenditures increased as income increased to a 
certain point and then decreased after that point. It was found that 
the average expenditure of the $15,000 to $25,000 income group was 45 
percent greater than the average for the income group of less than 
$10,000 per year. 
Garbarino (1960) stated that the high family income group bought 
more deciduous and evergreen trees and shrubs than the lower income 
groups. 
Family size 
Nyberg (1962) reported that as the size of the family increases, 
average expenditures decrease. However, in another study (Anonymous, 
1973), no relationship was found between expenditures and the number 
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of people in the household or the nurrber of children under 18 years of 
age. 
Age and value of the home 
As the age of the home increases, expenditures decrease (Kivlin and 
Becker, 1958; Conklin, 1961; Pease, 1961; Pease, 1964; Williams and 
Sepasy, 1972; Anonymous, 1973). According to Conklin (1961), homeowners 
with homes less than two years old made larger individual purchases of 
nursery stock, other plants, seeds, bulbs, fertilizers, and pesticides 
than owners of homes more than 12 years old. owners of newer homes 
bought more evergreen shrubs, shade trees, ornamental trees, and fruit 
and nut trees. However, it was found that the age of the home does not 
have a consistent relationship with expenditures for tools and other 
equipment. 
As the value of the home increases, expenditures increase lKivlin 
and Becker, 1958; Conklin, 1961; Padgett and Aaron, 1961; Pease, 1961; 
Nyberg, 1962; Raleigh and Smith, 1965; ~·lilliams and Sepasy, 1972; 
Anonymous, 1973; Shaw and Still, 1977}. Williams and Sepasy (1972) 
found that the highest home value group spent eight times as much per 
homeowner as did the lowest group. As home value increases, expendi-
tures for trees and shrubs over other ornamentals increase. 
According to Conklin (1961}, the age and value of the home are the 
most useful characteristics for the purpose of estimating expenditures. 
He concluded that the largest expenditures for plants and supplies were 
made by owners of more expensive homes that are four years old or less; 
however, 57 percent of the homes in his study were more than 12 years 
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old and owners of these older homes made 44 percent of the purchases of 
plants and supplies. 
Area of residence 
Pease (1961) looked at the differences in expenditures for nursery 
stock among urban , suburban, and rural nonfarm residences. Suburban 
dwellers had higher past expenditures and higher planned future expendi-
tures while urban and rural nonfarm dwellers were approximately equal. 
Anonymous (1973) found no relationship between expenditures and area of 
residence. 
Length of occupancy 
In general, as the length of occupancy increases, expenditures 
decrease (Conklin, 1961; Pease, 1964). Pease (1961) found that people 
who have lived in their homes for two to five years made the most pur-
chases. After five years of occupancy, purchases decreased. According 
to Nyberg (1962), expenditures increase as the length of occupancy 
increases up to two years. Expenditures decrease 67 percent after two 
years of residence. Conklin (1961) found similar results, that higher 
average purchases of plants and supplies were made by homeowners who had 
lived in their homes less than two years as compared with homeowners 
living in their house for longer than 12 years. 
In the 12 northeastern states studied by Gatty (1961), one-half of 
the major landscape plants were made in the first year of residence. 
One-sixth were made in the second year, and 70 percent were made by the 
end of the third year of residence. Another one-fifth of the major 
plantings were done after the sixth year of residence. 
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No relationship between expenditures and length of occupancy was 
found in a study conducted in eight southern states (Anonymous, 1973). 
Other Factors 
Garden club membership has been found to influence the amount of 
money spent on landscaping activities (Anonymous, 1973; Badenhop and 
Smith, 1973). While only seven percent of the homeowners interviewed 
in these studies were members of a garden club, they spent an average 
of $193 in one year for ornamental plants and supplies compared to $77 
for nonmembers. Badenhop and Trail (1974} reported similar results from 
a study in Tennessee. Four percent of the adults were menbers of a 
garden club, spending an average of $210 annually, while nonmenbers spent 
only $66. 
An interest in landscaping is a very important factor affecting 
expenditures for ornamental plants and supplies (Williams and Sepasy, 
1972; Anonymous, 1973). Raleigh and Smith (1965) found that expenditures 
for nursery stock were greater when both husband and wife were interested 
in landscaping than when only one of them was interested. Also, a greater 
interest in outdoor living meant greater expenditures. In 30 percent of 
the households both the husband and wife were interested in landscaping, 
in 32 percent the husband only was interested, and in 27 percent the wife 
only was interested. 
In a study by Padgett (1961), over 80 percent of the households 
responded positively to the question, "Does any merrber of your household 
take an active interest in landscaping?". A large majority said at least 
one household member was interested in home gardening and landscaping. 
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In about 50 percent of the househo1ds, both husband and wife were hobby 
gardeners. 
Kiv1in and Becker (1958), in a study of 640 Pennsylvania homeowners, 
asked which member of the fami1y was most interested in landscaping. 
Fifty-four percent of the households said the husband and wife were 
equally interested, about 25 percent said the husband was most interested, 
and another 25 percent said the wife was most interested. 
Two factors, the size of the house lot and the number of square feet 
occupied by buildings on the house lot, were found to be positively 
re1ated to expenditures (Anonymous, 1973). Also, the better the appear-
ance of the house and lot, the higher the expenditures. 
Padgett et al. (1965) reported that in their study of garden center 
customers, 43.9 percent of the variation in nursery stock expenditures 
could be explained by home value, household income, and garden center 
location, with 43.l percent exp1ained by home value and income alone. 
A regional study conducted in eight southern states (Anonymous, 
1973) looked at eight socioeconomic characteristics: family income, 
occupation, educational level, age of homeowner, length of occupancy, 
number of peop1e in the household, number of children under 18, and 
interest in landscaping. Also examined were eight characteristics of 
the house and lot: va1ue of the house and lot, size of the lot, location 
of the house, age of the house, square feet occupied by buildings, 
appearance of the house, appearance of the landscape p1antings, and 
appearance of the lawn. In this regional study, only 17 percent of the 
total variation in expenditures for ornamental plants and supplies was 
explained by these 16 characteristics. The only significant 
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characteristics related to expenditures were education, interest in 
landscaping, value of the bouse, and appearance of the lawn. 
Williams and Sepasy (1972) explained 66 percent of the variation 
in expenditures for nursery stock by the variables house value, house 
age, number of native trees on the property, house location, and 
interest in landscaping. Interest in landscaping was the most 
important factor affecting expenditures. The number of native trees 
and house age b.ad a negative effect on expenditures. 
Nyberg (1962) studied the characteristics of nonpurchasers of 
nursery stock. He found that two-thirds of the nonpurchasers had 
lived in their homes less than one year. One-fourth of the non-
purchasers planned to purchase nursery stock the following year, and 
85 percent planned a purchase sometime in the future. Many of the 
nonpurchasers had low incomes. While 51 percent of the nonpurchasers 
had three or more cnildren, only 36 percent of the purchasers of 
nursery stock had three or more children. The average age of the 
nonpurchaser was lower than the average age of the purchaser, with 
two-thirds of tne nonpurchasers being less than 35 years old. 
Market Outlets 
Of much interest to nurserymen is the type of market outlet where 
purchases of ornamental plants and gardening supplies are made. With 
more retail outlets for nursery stock, other plants, and supplies entering 
the market, the trend has been for consumers to do more shopping around. 
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In 1960, Garbarino reported that 55 percent of the plants used by 
suburban homeowners came from nurseries. Thirty-seven percent were gifts 
or transplants, and eight percent came from colTITlercial stores. 
Looking at homeowners' purchases around Portland, Oregon, Conklin 
(1961) found that 72 percent of nursery stock came from retail nurseries 
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with garden centers and grocery stores being minor sources. Thirty 
percent of other plants, seeds, and bulbs came from retail nurseries, 
another one-third from garden centers, and 10 percent each from florists, 
department stores, and roadside stands. Garden centers sold most of the 
fertilizers and pesticides, and department stores sold most of the tools 
and equipment. 
Gatty (1961) found that few households obtained all of their nursery 
products from one source and that the primary source of nursery stock was 
the nursery, followed by garden centers, mail order nurseries, chain 
stores, and roadside stands. Similar findings were reported by Raleigh 
and Smith (1965) and Nyberg (1962). Padgett et al. (1965) pointed out 
that 72 percent of consumers used more than one firm for purchasing plant 
materials and supplies. Sorensen (1964) stated that 24 percent of garden 
supplies and equipment were purchased from nurseries, 14 percent from 
garden centers, 12 percent from feed and seed stores, 13 percent from 
supermarkets, and 15 percent from hardware stores. Other minor sources 
were catalogs, chain stores, and general merchandise stores. 
According to Pease (1961 ), nursery sales of ornamental plants were 
twice that of all other outlets, nine times that of mail order companies, 
and fourteen times that of chain stores. Fifty percent of the plants 
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purchased at chain stores were roses and two-thirds of the mail order 
purchases were roses. 
In a study of 840 homeowners in eight southern states (Anonymous, 
1973), independent nurseries sold 60 percent of the trees and 52 percent 
of the shrubs purchased in 1970. Thirty percent of the bedding plants 
and indoor plants were purchased from chain stores and another 30 
percent from independent nurseries. Forty percent of the fertilizers 
and pesticides came from chain stores, and over 50 percent of the 
tools and equipment came from chain stores. Other types of outlets 
were not important. Similar findings were made by Badenhop and Trail 
(1974) in Tennessee and by Smith and Badenhop (1973) in Florida. 
In a study in seven southern states in 1974 (Anonymous, 1974), 
255 owners of apartment buildings responded that 68 percent of the 
trees and 62 percent of the shrubs used in the landscaping of the 
apartment buildings were purchased from an independent nursery. 
Independent nurseries and garden centers were important for bedding 
plants. Indoor plants came from chain stores, garden centers, and 
retail florists. Twenty-nine percent of fertilizers and pesticides 
were purchased at a garden center, with chain stores and nurseries also 
important sources. Tools and equipment came from chain stores and 
miscellaneous outlets. 
Although chain stores have begun to handle more plants and an 
increasing number of plant purchases are made from chain stores, 
nurseries are still the primary source for ornamental plants. 
Two socioeconomic characteristics were found to influence the 
choice of market outlet: household income and house value. Pease 
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(1961) and Garbarino (1960) reported that with an increase in income, 
more purchases were made from nurseries. 
Nyberg (1962) found differences in the type of market outlet used 
by different income groups. Higher income groups tended to purchase 
more of their ornamental plants from a landscape contractor while lower 
income groups purchased from a nursery agent more often. 
The percent of plant purchases made at a garden center or nursery 
increased as the value of the home increased (Shaw and Still, 1977). 
While owners of lower value homes made 87 percent of their tools and 
equipment purchases at a chain store, owners of higher value homes made 
only 50 percent of their purchases from a chain store. 
Future Purchases 
Several studies looked at planned purchases of ornamental plants. 
Many of these have attempted to estimate the percentage of homeowners 
planning to make future plantings of nursery stock. The percentages 
varied widely, from 25 percent to 75 percent planning future plantings 
(Kivlin and Becker, 1958; Garbarino, 1960; Gatty, 1961; Padgett and 
Aaron, 1961; Pease, 1961; Nyberg, 1962; Raleigh and Smith, 1965; 
Williams and Sepasy, 1972; Anonymous, 1973; Smith et al., 1975). 
In general, it appears that the best past customers planned to 
spend more on nursery stock in the future (Pease, 1961 ; \.Ii 11 iams and 
Sepasy, 1972; Kirschling and Jensen, 1977). However, Badenhop and 
Trail reported that people are not able to accurately estimate land-
scaping expenditures very far in advance. This was supported by 
Garbarino (1960) who found that 58 percent of the people who planned 
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future purchases of nursery stock had no definite plans for what they 
would buy. 
Williams and Sepasy (1972), from 121 personal interviews of home-
owners in Athens, Georgia, reported that broadleaf evergreen shrubs were 
the plants most in demand for future plantings, followed by deciduous 
shrubs, ornamental trees, and narrowleaf evergreen shrubs. Garbarino 
(1960) found that 42 percent of those homeowners planning to buy more 
nursery stock planned to buy trees and shrubs in the next five years. 
Replacements of overgrown, damaged, or diseased trees and shrubs 
could be a large potential market for nurserymen. However, Gatty (1961) 
found that only one-tbird of the homeowners have purchased replacements 
for trees and shrubs that were removed. Sixty percent did not plan to 
purchase replacements. According to Nyberg (1962), only four percent 
planned replacement purchases. 
The three socioeconomic characteristics that were found to influence 
future planned expenditures for ornamental plants and gardening supplies 
were household income, age of the home, and home value. Garbarino (1960) 
found that income had an effect on planned future purchases of nursery 
stock. Sixty-two percent of the high income group of homeowners planned 
to buy more nursery stock, while 40 percent of the low income group 
planned future purchases. The high income group also expected to spend 
more than the low income group for nursery stock in the future. However, 
Pease (19611 and Williams and Sepasy (1972) found that income has little 
effect on future planned expenditures. 
People in newer residential areas or with homes less than five years 
old planned to make more future purchases of nursery stock (Kivlin and 
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Becker, 1958; Pease, 1961). Older homes are more fully landscaped and 
owners of older homes plan fewer nursery stock purchases in the future 
(Raleigh and Smith, 1965; Williams and Sepasy, 1972). 
As the value of the home increases, planned future expenditures 
for nursery stock increase (Pease, 1961; Raleigh and Smith, 1965; 
Williams and Sepasy, 1972). Padgett and Aaron (1961) found that while 
less than 30 percent of the owners of low value homes planned future 
purchases, more than 75 percent of the owners of high value homes planned 
future purchases. Owners of the lower value homes were not interested in 
landscaping and indicated that they would not purchase nursery stock at 
any price. Owners of middle value homes would buy more nursery stock if 
the prices were lower. Owners of higher priced homes said that the prices 
of nursery stock did not influence their purchase decisions. 
Sources of Gardening Information 
Knowledge of the sources used by consumers for gardening information 
can be valuable to nurserymen. Advertising can be more effective if it 
reaches the right audience by being placed in the types of publications 
that are the most used. Consumers are able to make better purchasing 
decisions when they are given more information on gardening and land-
scaping. 
In several studies (Anonymous, 1973; Badenhop and Smith, 1973; 
Smith and Badenhop, 1973; Badenhop and Trail, 1974; Smith, 1975), home-
owners were asked to indicate what sources they use for gardening 
information. Personal experience was the most important source of 
gardening information in these studies, used by 73 percent of the 
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homeowners, followed by nurserymen. Large numbers also used gardening 
magazines, newspapers, and books. Less than 10 percent used radio or 
television. 
Personal experience was also the most important source 6f gardening 
information used by Manhattan , Kansas homeowners (Shaw and Still, 1977). 
It was chosen by 75 percent of the homeowners, followed by magazines and 
books, 57 percent; neighbors and friends, 50 percent; and garden centers, 
45 percent. Extension personnel and pamphlets were also widely used. 
Least important were garden clubs, used by only five percent. 
Personal experience and knowledge was used by 81 percent of the 258 
homeowners interviewed in the Wilmington-Newark, Delaware area (Raleigh 
and Smith, 1965). Gardening magazines, neighbors, nursery salesmen, and 
nursery catalogs were used by 30 to 40 percent of the homeowners and 15 
to 30 percent used newspaper articles, college of agriculture informa-
tion, and books. County extension agents and television and radio 
programs were least important, used by two to six percent . 
Conklin (1961J found that 52 percent of homeowners studied in 
Portland, Oregon read gardening information in magazines. He found that 
as the value of the home and the level of income increased, the use of 
gardening magazines increased. Conklin also studied the use of seed and 
nursery catalogs. Sixty-six percent saw catalogs for seeds and plants. 
Of these people, 21 percent used catalogs fairly often, 43 percent once 
in a while, and 36 percent never used them. 
Magazines were also the most important source of information used 
by Athens, Georgia homeowners (Padgett and Aaron, 1961 ). Newspapers were 
not important sources. Friends were used by owners of lower priced homes 
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while owners of higher priced homes chose nurserymen as important informa-
tion sources. Garden clubs were important only for the owners of higher 
priced homes. 
Nurserymen, garden magazines, and newspapers were the three important 
sources of information in a Texas study by Sorensen (1964). Smith et al. 
(1975) found the major sources of information used by Gainesville, Florida 
homeowners to be friends, neighbors, nurserymen, and magazines. 
People rely on personal experience, friends, and neighbors for 
gardening information but it is questionable how reliable these sources 
are. Nurserymen are an important source of information and need to be 
able to give accurate, reliable information to their customers. Mass 
media sources, such as magazines and newspapers, are also major resources. 
Most people use more than one source for their gardening information 
(Smitb and Badenhop, 1973; Smith et al., 1975). 
Attitudes About Landscaping 
Some studies have attempted to determine the attitudes people have 
toward landscaping. In a group of related studies done in the southern 
states (Anonymous, 1973; Badenhop and Smith, 1973; Smith and Badenhop, 
1973; Badenhop and Trail, 1974; Smith, 1975)~ homeowners were asked to 
rate a series of purposes of landscaping as being very important, 
important, or not important. Beautification was rated as the most 
important purpose of landscaping. Second was the economic effect of 
landscaping on property value, and third was neighborhood pride. Others 
ranked relatively high were shade, privacy, and erosion control. Not as 
important were such environmental purposes as attracting birds and 
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wildlife, screening, controlling dust, controlling foot traffic, and 
reducing noise. 
Owners of apartment buildings in the south were also asked to rate 
the same purposes of landscaping as above. Once again the three most 
important were beautification, property value, and neighborhood pride 
(Anonymous, 1974; Badenhop and Smith, 1974). 
Shaw and Still (1977) found that the most important purposes of 
landscaping were beautification, economic effect, shade, and neighborhood 
pride. Less important were hobby, privacy, and reduce noise. 
Kivlin and Becker (1958) found that the most important reasons why 
people landscape their homes were aesthetic reasons: beautification, 
complete the home, and add value to the property. Utility reasons were 
of intermediate importance: shade, privacy, windbreaks, and enjoyment 
of working witb plants. Reasons of prestige and conformity -- landscaping 
to attract attention or because the neighbors have landscaping -- were not 
important. 
Raleigh and Smith (1965) found that people landscape for beauty, to 
improve the appearance of their home, and to add to the value of their 
property. Of intermediate importance were shade, control erosion, and to 
complete the home. Few thought that landscaping to attract attention or 
because of the neighbors were important reasons. 
Garbarino (1960) reported that homeowners liked having nursery stock 
in their yards for beauty (chosen by 72 percent of the homeowners), shade, 
fruit production, and privacy. One-third of the homeowners believed that 
nursery stock increased the value of their property, while 45 percent felt 
that it had no effect on the value. 
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Kirschling and Jensen (1977) stated that people felt that landscaping 
added roore to the property value than it cost, and they also felt that 
landscaping would grow in value. Landscaping was considered to 
personalize a house and give a feeling of personal possession. 
Smith et al. (1975} asked Gainesville, Florida homeowners to rate the 
importance of landscaping on a scale of 1 (not important) to 9 (very 
important) for two points in time: first, at the time they moved into 
their home and, second, at the present time. It was found that a higher 
priority was given to landscaping several years after moving into a house 
than when it was new. 
People recognize the value of landscaping and are favorable toward 
it (Pease, 1961; Horticultural Research Institute, 1967). There appear 
to be three primary motivations for landscaping. One is the rewards: 
beautification and increasing property value. Another is functional : 
practical benefits of landscaping such as shade, windbreaks, and erosion 
control. The third is social: keeping up with the neighbors and personal 
and neighborhood pride. 
Purchase Decisions 
The member or members of the household who make the decisions regard-
ing the purchase of ornamental plants and gardening supplies is an 
important factor in the marketing process. Females make most of the plant 
purchasing decisions. Forty-two percent of the purchase decisions are 
made by the wife alone, 35 percent by the husband and wife jointly, and 
19 percent by the husband alone. Other household merrbers make three 
percent of the purchase decisions. Females were involved in 77 percent 
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of the decisions (Anonymous, 1973; Badenhop and Smith, 1973; Smith and 
Badenhop, 1973; Badenhop and Trail, 1974; Smith, 1975). 
Sorensen (1964) asked retail nurserymen in Texas which household 
members made purchases of nursery stock. Fifty-two percent of the 
purchases were made by women, 25 percent by men, and 23 percent by a 
husband and wife together. 
By observing garden center customers, Padgett et al. (1965) saw 
that women outnumbered men 3:2 as garden center customers on the weekdays 
but on the weekends the ratio was l :1. 
However, Shaw and Still (1977) found that more buying decisions were 
made by males than females. Forty percent of the buying decisions were 
made by males, 44 percent were made by a husband and wife jointly, and 
13 percent were made by females. 
Nyberg (1962) stated that the family members present during the 
purchase influences the amount spent on nursery stock. When the husband 
or wife shopped alone, the expenditure was only one-third to one-half as 
great as when the husband and wife shopped together. When the whole 
family went shopping, the average expenditure for nursery stock was 
slightly less than if only the husband and wife went. 
Several studies have attempted to determine the reasons why people 
shop at a certain market outlet. People shop at garden centers because 
of high quality plants, knowledgeable salespersons, convenient parking, 
and the availability of gardening supplies. Variety stores or other 
stores are chosen because of their convenient parking, newspaper ads, 
low prices, and availability of gardening supplies. Price was not 
generally an important consideration; more important were courtesy, 
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quality, and the knowledge of plants. Thirty percent of the purchases 
were related to the fact that the purchase location was nearby or con-
venient (Kirschling and Jensen, 1977). 
Raleigh and Smith (1965) found that location and price were the most 
important reasons for patronizing a particular nursery. Also important 
were service, reputation, and the quality of plants. Not as important 
were a guarantee, the variety of selections, recolll11endations of friends, 
and satisfaction with previous purchases. 
Padgett et al. (1965) looked at the importance of certain variables 
on the choice of a place to shop for plants. Ninety percent of the 
homeowners interviewed said that the quality of the plant materials and 
dependability of the store were very important to them. Also important 
were the line of products handled, the attitudes of sales personnel, 
parking facilities, professional assistance, and neatness of the store. 
About 30 percent felt that prices, store location, and store layout were 
very important. Store location appears to be one of the most important 
variables because homeowners chose location as the characteristic that 
influenced them most in the selection of a particular garden center. 
Reputation of the business, advertisements, and personal references were 
also important influences. Only 15 percent noticed radio ads, but 81.4 
percent noticed newspaper ads. Yellow pages of the telephone book and 
television were not important. 
The study of Padgett and Aaron (1961) showed that personal preference 
was the major factor influencing plant purchasing decisions. Prices and 
advertising were not important. People living in higher priced homes said 
that observations of other people's lawns and the advice of nurserymen 
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were important influences. Sorensen (1964) reported that Texas homeowners 
were influenced by plant displays and advertising. 
Travel Distance 
Another important factor in the marketing process is how far people 
travel to make their purchases. People generally travel 10 miles or less 
to make purchases of nursery stock. Gatty (1961} reported that 60 percent 
of purchases of nursery stock were made within five miles of home, 80 
percent within 10 miles, and 85 percent within 20 miles. Only 10 percent 
of the purchases were made over 30 miles from home. 
Padgett et al. (1965) found that 59 percent of the respondents in 
their study were not patronizing the nursery or garden center nearest to 
their residence. Eighty-four percent lived within 10 miles of the store 
where they were interviewed and 67 percent lived within five miles. The 
average distance traveled was eight miles. Seventy-seven percent of the 
people interviewed had made a special trip to shop for gardening supplies. 
According to Kirschling and Jensen (1977), 80 percent of the nursery 
stock purchases were made within 10 miles of home and 60 percent within 
five miles. 
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MATERIAL S AND METHODS 
Sampling 
The conceptual universe for this study consisted of all households 
in Iowa. H<Jl/ever, because the sample was drawn from telephone direc-
tories, the actual universe represented by the sample was limited to 
those households listed in a telephone directory. According to the 
1970 Census, 93.5 percent of the occupied housing units in Iowa had 
a telephone; the percent actually represented by listings in the tele-
phone directories would be slightly less than that because of unlisted 
and changed numbers. 
From this universe, a sample of about 1600 names was desired. Data 
are not available giving the total number of household listings in all 
the telephone directories in Iowa; however, previous experience by the 
I<Jl/a State University Statistical Laboratory with this type of sampling 
has indicated that a sampling rate based upon the number of occupied 
housing units in l<Jl/a (according to the 1970 Census) will be reasonably 
close. The sampling rate for this study was one out of every 600 
households. 
It was arbitrarily decided to select a total of 50 towns (or com-
binations of towns with intermixed telephone listings). t1ore towns would 
have provided a greater geographic spread for the sample, but the number 
of listings chosen from each town would have been too few to justify 
acquiring the telephone directory and setting up a sampling procedure. 
The listings for the seven largest cities in the state (Cedar Rapids, 
Council Bluffs, Davenport, Des Moines, Dubuque, Sioux City, and Waterloo) 
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together with any surrounding towns with listings intermixed with the 
central city were included in the sample with certainty. Sampling within 
these listings was carried out in two stages. At the first stage, a 
sample of directory pages was selected. At the second stage, names were 
selected from the sample pages in a systematic manner at a rate such that 
the product of the sampling rates at the two stages was equal to the over-
all rate of one out of every 600 households. 
The remaining 43 towns were to be selected in a systematic manner 
with probabilities proportional to their sizes in terms of Census housing 
units. However, it was discovered that seven towns were larger than the 
systematic sampling intervals. Therefore, these seven towns (Ames, 
Burlington, Clinton, Fort Dodge, Iowa City, Mason City, and Otturrwa) 
were also included with certainty and sampled in the same manner as the 
seven largest cities. This left 36 towns to be selected with probabili-
ties proportional to their sizes. Before doing this the state was 
divided into four quadrants approximately equal in population. Within 
each quadrant, counties were ordered geographically in a serpentine 
manner; within each county, towns or combinations of towns were ordered 
by size. Ordering the towns in this manner and selecting them 
systematically assured a wide geographic distribution over the state. 
A within-town sampling rate was computed for each sample town such 
that the probability of selecting the town multiplied by the within-town 
rate was equal to the desired overall rate of one out of 600. The 
within-town rate was then applied to the telephone listings for that 
town. In the larger towns, this was done in two stages in the same 
manner as previously described; in the smaller towns, the rate was 
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applied directly to the listings on all pages. Names were sampled 
sys tema ti ca 11 y. 
Hith a uniform sampling rate of one out of every 600 households, 
the probability of selection in this sample was the same for all tele-
phone listings in the state. Consequently, estimates of means and 
proportions can be obtained directly from the corresponding unweighted 
sample means and proportions. Such a procedure assumes, however, that 
those in the sample who did not return the questionnaire do not differ 
as a group from those who did return it. 
In order to obtain an equal number of male and female responses from 
the sample, two cover letters were prepared. In one letter, an adult 
male household member was requested to answer the questionnaire. In the 
other letter, an adult female was requested to answer. If the desired 
household member was not available, an adult of the opposite sex was 
instructed to answer the questionnaire. Households were alternated by 
cover letter type. 
Questionnaire Construction 
Questions were developed from ideas found in previous studies and 
from discussions with interested persons in the university. Early forms 
of the questionnaire were reviewed by persons experienced in question-
naire development and suitable changes were made in line with their 
suggestions. Then a revised questionnaire was pretested. One hundred 
questionnaires were sent to households in the Des Moines-Ames area on 
August 11, 1977. Twenty questionnaires were returned and necessary 
changes were made for the final draft of the questionnaire. 
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Procedure 
One of the major disadvantages of mail questionnaires is nonresponse. 
This study used several techniques, as suggested by Dillman (1972) and 
Linsky (1975), to increase response. The initial mailing took place on 
October 24, 1977. It consisted of a questionnaire, a cover letter, and 
a business rep1y envelope sent to 1597 sample households. The question-
naire was photographically reduced in size and printed in a booklet form. 
The cover letter was printed on Iowa State University letterhead and the 
names and addresses were typed on each letter. Each letter was 
individually signed in blue ink. The cover letter inc1uded an explana-
tion of how each household was chosen, and emphasized the importance of 
each individual's response. It explained the utility of the research 
and appealed to each individual for help. The anonymity of each 
respondent was assured. A telephone number was included in the letter 
where people could have their questions concerning the questionnaire 
answered. The business reply envelope was included to make response 
more convenient for the sample households. 
Persistence is important and follow-ups are very effective in 
increasing the response rate. This study used two follow-ups. On 
October 31, 1977, one week after the initial mailing, each sample house-
hold was sent a postcard reminder. Those who had returned their 
questionnaire were thanked and those who had not returned their question-
naire were asked to p1ease do so. Each postcard had a hand-written 
signature in blue ink. 
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On November 14, 1977, three weeks following the initial mailing, 
a second letter, a replacement questionnaire, and a business reply 
envelope were sent to all households that had not yet responded. The 
second letter reemphasized the importance of each individual's response. 
Names and addresses were typed at the top of each letter and they were 
also individually signed. 
The questionnaire, cover letters, and follow-up postcard can be 
found in Appendix A. 
Return Rate 
Of the 1597 sample households, 104 households were dropped from the 
sample because letters were undelivered (56), respondents had moved out 
of Iowa (5), or potential respondents were deceased (15), or physically 
incapable of answering (26}. Two households were dropped from the 
sample due to duplication. This left 1493 potential respondents. Of 
these, 817 questionnaires were returned for a 54.7 percent return rate. 
See Table 1. 
Statistical Tests 
Data on household income, education, sex, marital status, age, and 
area of residence from this study were compared to data from the 1960 and 
1970 Census of Iowa as a check for representativeness of the sample. See 
Appendix B. The sample for this study follows the trend of higher income 
and educational level. It appears that the sample of households for this 
study is representative of the population of Iowa. 
Table l. Sunmary of return rates by quadrants in Iowa 
Nuliber 
of Un de-
letters livered Left Physically 
Areas sent letters Iowa Deceased incapablea 
AREA l 
N. E. Iowa 412 10 l 6 5 
AREA 2 
N.W. Iowa 448 14 0 2 8 
AREA 3 
s.w. Iowa 343 20 3 3 6 
. AREA 4 
S.E. Iowa 394 12 4 7 
Totals 1597 56 5 15 26 
aPhysically incapable= unable to answer due to illness, poor 
health, or age. 
bTotal dropped from sample = undelivered letters + left Iowa+ 
deceased+ physically incapable+ duplicates. 
CNumber of potential respondents = number of letters sent less 
total dropped from sample. 
dunusable returns= refusals, incomplete questionnaires. 
eoctober 27, 1977 through January 31, 1978. 
fpercent completion rate = nurrber of completed questionnaires 
returned divided by nurrber of potential respondents. 
Figure 1. Percent of households who purchased plants, seeds, and 
gardening supplies at various market outlets in 1977 
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Total Nuriber Completed 
dropped of Un- question- Completion 
Dupl i - from potential c usable naires No rate 
cates sampleb res pon den ts returnsd returnede response percent f 
0 22 390 7 224 159 57.4 
2 26 422 8 223 191 52.8 
0 32 311 8 169 135 54.8 
0 24 370 12 201 158 54.3 
2 104 1493 35 817 643 54.7 
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Data from this study were analyzed in two ways. First, with total 
expenditures for ornamental plants and gardening supplies in 1970 as the 
dependent variable, one-way analysis of variance was used to determine 
the effects of several independent variables on total expenditures. 
Duncan's multiple range test was used to test for differences among all 
possible pairs of group means. 
The Pearson correlation coefficient was used to measure the strength 
of the relationship between total expenditures and several other vari-
ables. Values of +1 .0 and -1.0 indicate a strong positive or negative 
linear relationship between two variables while a value of zero shONs 
no linear relationship. 
In the second phase of analysis, the respondents were divided into 
four approximately equal-sized groups according to their total expendi-
tures. The intent of this analysis was to characterize each of the four 
expenditure groups and to note differences between them. Expenditure 
group was used as an independent variable in one-way analysis of variance. 
Several dependent variables were studied according to expenditure group 
and Duncan's multiple range test was used to test differences among all 
possible pairs of group means. The chi-square test was used to determine 
whether a systematic relationship exists between expenditure groups and 
other selected variables. A large chi-square value indicates that some 
sort of relationship exists between the two variables. 
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RESULTS AND DISCUSSION 
Expenditures for Plants, Seeds, and Gardening Supplies in 1977 
Table 2 shows the percent of households who purchased plants, seeds, 
and gardening supplies in 1977 and the average dollar amount that was 
spent on each category. In 1977, expenditures for plants, seeds, and 
gardening supplies averaged $64,82 per household. 
Over 40 percent of all households purchased flower seeds, vegetable 
seeds, annual flowering plants, vegetable plants, indoor foliage plants, 
fertilizers and pesticides. Less than ten percent purchased trees or 
shrubs. 
Expenditures for plants and seeds were 65 percent of the total 
expenditures. The remaining 35 percent was for gardening supplies such 
as fertilizers, pesticides, and garden tools. This agrees with the 
findings of Conklin (1961) and Anonymous (1973). Nursery stock, which 
includes evergreen and shade trees, evergreen and other shrubs, fruit 
and nut trees, strawberry and raspberry plants, grapevines, rose bushes, 
and perennial flowering plants, accounted for 27.5 percent of total 
expenditures. 
Fifteen percent of the respondents purchased no plants, seeds, or 
gardening supplies in 1977. Of all the respondents, 25.2 percent pur-
chased $10 or less, 41.6 percent purchased $25 or less, 62.4 percent 
purchased $50 or less, and 83.l percent purchased $100 or less in 1977. 
All the respondents were then divided into four groups according to 
their total expenditures for plants, seeds, and gardening supplies, so 
that approximately one-fourth of the respondents are in each expenditure 
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Table 2. Expenditures for plants, seeds, and gardening supplies in 1977 
by all households and four expenditure groupsl 
Pl ants, 
seeds, or 
gardening 
supplies 
purchased 
Fl owe r seeds 
Vegetable seeds 
Annual flower-
ing plants 
Vegetable plants 
Indoor foliage 
pl ants 
Perennial flower-
ing plants 
Rose bushes 
Strawberry or 
raspberry plants 
and grapevines 
Evergreen trees 
Shade trees 
Fruit and nut 
trees 
Evergreen shrubs 
Other shrubs 
Fertilizers, 
mulch, etc. 
Pesticides 
Other gardening 
equipment 
Total 
Households 
who 
made 
purchases 
Num- Per-
ber cent 
388 27.5 
453 55.4 
423 51.8 
438 53.6 
334 40.9 
153 18.7 
163 19.9 
74 9.1 
49 5.9 
72 8.8 
53 6.5 
59 7.2 
45 5.5 
475 58. l 
358 43.8 
134 16. 4 
Average expenditures in 1977 
All 
Expenditure groups 
house- ~$10 ~ll-34 $35-74 ~$75 
holds 
(N=817) (N=206) (N=200) (N=201) (N=210) 
$ 
2.35 
4.84 
5.87 
3.12 
8.13 
2.07 
2.37 
0.71 
4.32 
2.52 
l.22 
3.63 
0.94 
9.48 
5.75 
7.53 
64.82 
$ 
0.27a2 
0.53a 
0.32a 
0.26a 
0.32a 
O.Ola 
0.05a 
0.02a 
O.Ola 
0.02a 
O.OOa 
O.OOa 
o.ooa 
0.40a 
0.23a 
0.05a 
$ 
l .64b 
4.06b 
2.80b 
2.34b 
3.00ab 
0.3la 
0.74ab 
0.3la 
0.05a 
0.29a 
0.25a 
0.22a 
0.12a 
3.5la 
l. 81 a 
0.57a 
$ 
2.26b 
6.76c 
5.82c 
4.83c 
6.63b 
l.22a 
2.00b 
l .OOb 
0.89a 
l .50a 
l. 30a 
l.27a 
0.48a 
7.90b 
5.40b 
l. 90a 
$ 
5. l 4c ** 
7.98d* 
14.28d* 
5.45d** 
22. 11 c** 
6. 57b ** 
6.55c** 
l.51c* 
15. 88b ** 
8.08b** 
3. 27b ** 
12.68b** 
3.lob** 
25.57c* 
15.24c* 
26.88b** 
2.48a 21.99a 50.70b 180.28c** 
1Mean separation, in rows, by Duncan's Multiple Range test, 5% level 
(*), 1% level (**). 
2Average expenditures followed by the same letter are not signifi-
cantly different. For example, for vegetable plants, each mean value is 
significantly different from every other mean value. 
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group. The four expenditure groups were ~$10, $11 to $34, $35 to $74, and 
~$75. The group spending ~$10 will be referred to as the low expenditure 
group, $11 to $34 as the medium-low expenditure group, $35 to $74 as the 
medium-high expenditure group, and ~$75 as the high expenditure group. 
The average expenditures for all items in Table 2 by the high 
expenditure group are greater than the expenditures by the other groups. 
The total expenditures for th.e high and medium-high expenditure groups, 
$180.28 and $50.70, respectively, are significantly higher than the total 
expenditures for the low and medium-low expenditure groups. 
Plants accounted for 62 .3 percent of the total expenditures for the 
high expenditure group compared to 73 percent for the low expenditure 
group. Gardening supplies made up 37.6 percent of the expenditures of 
the high expenditure group compared to 27.4 percent for the low expendi-
ture group. The medium-high and medium-low expenditure groups were 
intermediate. The greatest differences were seen in the amount spent 
on nursery stock. Nursery stock accounted for only 4.4 percent of the 
total expenditures by the low expenditure group, 10.4 percent for the 
medium-low group, 19.l percent for the medium-high group, and 31.8 percent 
for the high expenditure group. Nursery stock is usually more costly than 
other types of plants and represents a greater monetary investment by the 
hign expenditure group. 
Socioeconomic Characteristics Related to Expenditures 
Several socioeconomic cnaracteristics and their effects on expendi-
tures for plants, seeds, and gardening supplies were studied. These 
included age, sex, marital status, education, household income, employment 
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status, occupation, type of residence, ovmershi p of residence, 1 ength of 
occupancy, age of present residence, and area of residence. Differences 
between the four expenditure groups in regard to these characteristics 
were also noted. 
From Table 3 it can be seen that 52 percent of the respondents in 
this study were 50 years old or less. Seventy-three percent were 60 
years old or less. Table 4 shows that the average age of all respondents 
was approximately 49 years. 
Table 3. Age of respondent, percentage distribution, 789 respondents, 
1977 
Years Number Percent 
<20 8 1 
21-30 162 21 
31-40 112 14 
41-50 127 16 
51-60 163 21 
61-70 131 17 
71-80 65 8 
>80 21 3 
Total 789 
Table 4. Average age of all respondents and four expenditure groups 1 
All 
respon-
dents ~$10 
(M=789) (N=l97) 
Expenditure groups 
$11-34 $35-74 
(N=l93) (N=l97) 
?:$75 
(N=202) 
Average age of respondent 
in ears 
48.627 51.970b 48.969ab 47,015a 46.614a 
1Mean separation by Duncan's Multiple Range test, 1% level. 
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The Pearson correlation coefficient between total expenditures and 
the age of the respondent was -0.0545 and was nonsignificant. 
The average age of the high expenditure group was significantly less 
than that of the low expenditure group. It appears that those people who 
spend the most on plants, seeds, and gardening supplies tend to be 
slightly younger than those people who do not spend as much. 
Sex 
An approximately equal number of males and females responded to 
this survey. See Table 5. There was also an approximately equal number 
of males and females in each of the expenditure groups. 
Table 5. Percent male and female of all respondents and four expenditure 
groups 
Male 
Female 
Marital status 
All Exrenditure groups 
respondents ~$10 $ l-34 $35-74 ~$75 
(N=788} (N=l96) (N=l92) (N=l96) (N=204) 
----------------------Percent-------------------
48. l 
51. 9 
50.0 
50.0 
43.8 
56. 3 
46.9 
53. l 
51.5 
48.5 
Marital status has a significant influence on total expenditures for 
plants, seeds, and gardening supplies; however, there are no significant 
differences between the average expenditures for each marital status 
group (Table 6). In general, married people spent more in 1977 than did 
divorced, widowed, or single people. 
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Table 6. Average expenditures for plants, seTds, and gardening supplies 
in 1977 according to marital status 
Average expenditures 
Marital status Number Percent Dollars 
Never married 70 8.8 39.23a 
Now married 598 75.0 73.6la 
Separated 9 1.1 98.78a 
Divorced 27 3.4 52.70a 
Widowed 93 11. 7 33.39a 
Total 797 
1Mean separation by Duncan's Multiple Range test, 5% level. 
Table 7 shows the marital status of the four expenditure groups. 
Most respondents (85.5 percent) in the high expenditure group are now 
married. Only 57.9 percent of the low expenditure group are now married 
and there are higher percentages of single, divorced, and widowed persons 
in this group. 
Table 7. Marital status of four expenditure groups. Chi-square= 55.84, 
12 d f , f_ < 0 . 001 
Marital status 
Never married 
Now married 
Separated 
Divorced 
Wi dC1t'led 
~$10 $1l-34 35-74 ~$75 
(N=l97) (N=l94) (N=l99) (N=207) 
------------------Percent-------------------
14.2 8.8 7.0 5.3 
57.9 74.2 81.9 85.5 
1.0 1.5 1.0 1.0 
8. l 2. 1 1.5 1.9 
18.8 13.4 8.5 6.3 
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It appears from Table 7 that there are more single person households 
(persons who are divorced, widowed, or never married) in the low expendi-
ture group; however, the Pearson correlation coefficient for the 
relationship between the number of persons in the household and total 
expenditures in 1977 is very small, 0.0985. 
Education 
Table 8 shows that respondents with advanced degrees spent signifi-
cantly more for plants, seeds, and gardening supplies in 1977. Persons 
with a high school education or less spent the least in 1977. The trend 
is for expenditures to increase as educational level increases. 
Tab 1 e 8. Average expenditures for plants, seeds~ and gardening supplies 
in 1977 according to educational level' 
Average ex~enditures 
Educational level Number Percent Dollars 
Some grade school 12 1.5 74.17ab 
Completed grade school 75 9.5 47.40a 
Some hi gb. s choo 1 83 10.5 45.98a 
Completed high school 287 36. 2 54.94a 
Some college 157 19.8 7l .21ab 
Completed college 112 14. 1 84.65ab 
Advanced degree 66 8.3 109.2lb 
Total 792 
1Mean separation by Duncan's Multiple Range test, 5% level. 
Educational level is significantly related to expenditure group 
(Table 9}. The high expenditure group includes more persons with a high 
educational level than does the low expenditure group. Only 33.2 percent 
of the low expenditure group has a college education, while 53.6 percent 
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of the high expenditure group has some education beyond a high school 
diploma. 
Table 9. Educational level of four expenditure groups. Chi-square = 
48.66, 21 df, f.<0.001 
Educational level 
Never attended school 
Some grade school 
Completed grade school 
Some high school 
Completed high school 
Some college 
Completed college 
Advanced degree 
Household income 
Expenditure groups 
~$10 $11-34 $35-74 ~$75 
(N=l96) (N=l96) (N=l96) (N=205) 
------------------Percent------------------
0.5 0.0 0.0 0.0 
2.6 1.5 1.5 0.5 
11.2 13.3 7. 1 6.3 
17. 3 10.2 7.1 7.3 
35.2 36.2 41. 3 32.2 
12.8 20.9 18.9 26.3 
12.2 12.8 17. 3 14. 1 
8.2 5. 1 6.6 13.2 
Table 10 shows the income distribution for all households in this 
study. Incomes of $15,000 or over were reported by 43.2 percent of the 
households. The two higher income groups spent significantly more for 
plants, seeds, and gardening supplies in 1977 than did the lower income 
groups. The average expenditures for respondents earning less than 
$15,000 were not significantly different but, in general, expenditures 
increased as income increased. People with higher incomes apparently 
feel they are better able to afford plants, seeds, and gardening 
supplies. 
The high expenditure group includes a significantly greater nunber 
of households with incomes of $15,000 or more (Table 11). While 30 
percent of the high expenditure group earned $25,000 or more in 1976, 
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Table 10. Average expenditures for plants, seeds, and gardening supplies 
in 1977 based on household income in 19761 
Average expenditures 
Household income (1976) Number Percent Do 11 ars 
<$3,000 50 7.3 18.92a 
$3,000- 5,999 68 9.9 32.66a 
$6,000- 8,999 63 9.2 39.54a 
$9 ,000-11 ,999 89 12.9 41.74a 
$12,000-14,999 121 17.6 48.50a 
$1 5 ,000-24 ,999 189 27.5 80.92b 
::$25,000 108 15.7 144.82c 
Total 688 
1Mean separation by Duncan's Multiple Range test, 5% level. 
Table 11. Household income in 1976 of four expenditure groups. Chi-
square = 118.92, 18 df, f_<0.001 
Household income 
<$3,000 
$3,000- 5,999 
$6,000- 8,999 
$9 '000-11 '999 
$12,000-14,999 
$15 ,000-24 ,999 
~$25,000 
Extenditure groups 
s$10 $ 1-34 $35-74 ~$75 
(N=l61) (N=l71) (N=171) (N=185) 
------------------Percent------------------
13. 7 12.3 2.9 l. l 
17.4 11. l 7.0 4.9 
14.3 9.9 6.4 6.5 
14.3 18. 7 12.3 7.0 
15.5 19.9 19.9 15. l 
17.4 19.3 36.3 35.7 
7.5 8.8 15.2 29.7 
only 7.5 percent of the low expenditure group earned this much. Of the 
low expenditure group, 13.7 percent earned less than $3,000 compared to 
only 1.1 percent of the high expenditure group. The percentage of 
households earning $15,000 or more increased across all the expenditure 
groups. 
42 
Employment status 
Employment status has a significant influence on total expenditures 
for plants, seeds, and gardening supplies. However, the average expendi-
tures for each employment status group are not significantly different 
(Table 12). Full-time students had the lowest average expenditures in 
1977. 
Table 12. Average expenditures for plants, seeds, and gardening supplies 
in 1977 based on employment status' 
Average expenditures 
Employment status Number Percent Do11 ars 
Employed full-time 400 50.6 77.97a 
Employed part-time 71 9.0 84. l 8a 
Unemployed 9 1. 1 50. 11 a 
Retired 1 56 19.7 36.08a 
Full-time homemaker 136 17. 2 61. 21 a 
Full-time student 11 1.4 15. 90a 
Total 783 
1Mean separation by Duncan's Multiple Range test, 5% level. 
Employment status is significantly related to expenditure groups as 
shown in Table 13. The high expenditure group includes a greater per-
centage of persons who are employed full-time. The low expenditure group 
includes more retired persons. More retired persons would mean an older 
average age and lower incomes as has been previously pointed out. 
Occupation 
Professional, technical, and managerial occupational groups spent 
significantly more in 1977 for plants, seeds, and gardening supplies than 
did other occupational groups. These data are presented in Table 14. 
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Table 13. Employment status of four expenditure groups. Chi-square = 
41.27, 18 df, f.<0.001 
Employment status 
Employed full-time 
Employed part-time 
Unemployed 
Retired 
Full-time homemaker 
Full-time student 
Other 
~$10 $11-34 $35-74 ~$75 
(N=l90) (N=l96) (N=l98) (N=207) 
------------------Percent------------------
44.7 43.4 54.0 59.4 
7.4 9.2 1o.1 9.2 
l. 1 1.5 1.0 l. 0 
27.9 24.5 16.7 10.6 
13.7 18.4 17.2 19. 3 
3.2 1. 5 1. 0 0.5 
2. 1 1.5 0.0 0.0 
Table 14. Average expenditures for plants, seeds, and gardening supplies 
in 1977 based on occupation of respondentl 
Occupational group Number 
Average exEenditures 
Percent Do 11 ars 
Professional and technical 118 25.8 l 08. 53b 
Manageri a 1 52 11. 4 118. 56b 
Clerical and sales 95 20.8 52.93a 
Craftsmen and foremen 51 11.2 84. l 4ab 
Operatives 17 3.7 61.7lab 
Service workers 33 7.2 47.09a 
Laborers 42 9.2 52.40a 
Farmers 49 10. 7 51 . l Oa 
Total 457 
1Mean separation by Duncan's Multiple Range test, 10% level. 
The groups with a higher occupational status spent more than did the 
lower status groups (Table 14). Professional, technical, and managerial 
occupational groups spent the most. Craftsmen, foremen, and operatives 
were intermediate and clerical, sales, service workers, laborers, and 
farmers spent the least. The occupational group is also related to income 
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group. The occupational groups with higher status would have greater 
incomes than the lower status groups and would be more likely to purchase 
plants, seeds, and gardening supplies. 
Table 15 shows that occupation and expenditure groups are related. 
The higb expenditure group includes more persons in the professional, 
technical, and managerial occupations than the low expenditure group. 
Retired, homemakers, students, or unemployed comprise 44.2 percent of 
the low expenditure group. 
Table 15. Occupations of four expenditure groups. Chi-square = 35.64, 
21 df, f_<0.05 
Occupational group 
Professional and technical 
Managerial 
Clerical and sales 
Craftsmen and foremen 
Operatives 
Service workers 
Laborers 
Farmers 
Othera 
No response 
a 
Expenditure group 
~$10 $11-34 $35-74 ~$75 
(N=206) (N=200) (N=201) (N=210) 
------------------Percent--------~--------
11.2 7.5 17 .4 21.4 
3.4 5.5 3.5 12.9 
8.7 11. 5 14.4 11. 9 
4.9 5.5 6.0 8.6 
1.9 2.5 2.0 1.9 
3.9 4.0 5.5 2.9 
4.9 7.5 5.0 3.3 
5.8 7.5 6.5 4.3 
44.2 45.5 35.3 30.5 
11. 2 3.0 4.5 2.4 
Retired, homemakers, students, and unemployed. 
The four variables, education, income, occupation, and employment 
status, are highly interrelated. In this study, the high expenditure 
group was found to have a high educational level, income, occupational 
status, and full-time employment. If education, income, employment status 
and occupation are used together to measure socioeconomic status, the 
45 
high expenditure group in this study could be said to have a high socio-
economic status. 
Type of residence 
The effect of the type of residence on total expenditures for plants, 
seeds, and gardening supplies in 1977 is not significant; however, 
respondents living in single family houses spent the most. Eighty-four 
percent of all respondents live in single family houses and this group 
spent an average of $70.71 on plants and gardening supplies in 1977 while 
all of the other groups had lower average expenditures (Table 16). People 
living in a single family house may be more likely to feel a need for 
landscape plantings than people living in other types of residences. 
People who dwell in single family houses usually have more space for 
landscape plantings than do those living in apartments or other types 
of residences. 
Table 16. Average expenditures for plants, seeds, and gardening supplies 
in 1977 based on type of residence 
Type of residence 
Single family house 
Duplex 
Apartment 
Townhouse 
Condominium 
Mobile home (rent site) 
Mobile home (own site) 
Total 
aNot significant. 
Number 
680 
30 
55 
7 
3 
20 
9 
804 
Average expenditures 
Percent Dollars F 
84.1 70. 71 l. 353a 
3.7 35.03 
6.8 30.13 
0.9 53.57 
0.4 34.67 
2.5 40.35 
1.1 37.56 
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There is a significant relationship between type of residence and 
expenditure group, as shown in Table 17. More of the respondents in the 
high expenditure group live in single family houses than respondents in 
the low expenditure group. The low expenditure group includes more 
duplex and apartment dwellers. The medium-low expenditure group was 
similar to the low expenditure group in the type of residence. The 
medium-high expenditure group was similar to the high expenditure group. 
Table 17. Type of residence for four expenditure groups. Chi-square= 
56.46, 21 df, f.<0.001 
Type of residence 
Single family house 
Duplex 
Apartment 
Townhouse 
Condominium 
Mobile home (rent site) 
Mobile home (own sitel 
Other 
Ownership of residence 
Expenditure groups 
~$10 $11-34 $35-74 ~$75 
(N=203) (N=l99) (N=l98) (N=209) 
------------------Percent------------------
73.9 78.9 90.9 92.3 
6.4 5.0 1.5 1.9 
13.8 8.5 2.5 2.4 
0.5 1. 5 1.0 0.5 
0.0 1.0 0.5 0.0 
3.4 3.0 1.5 1.9 
0.5 1. 5 2.0 0.5 
1. 5 0.5 0.0 0.5 
Table 18 shows the average expenditures by owners and renters of 
their present residence. owners of their present residence spent nearly 
three times as much for plants, seeds, and gardening supplies in 1977 
than did renters. ownership of their present residence was reported by 
80.8 percent of the respondents. The amount spent by owners was $73.32 
compared to $27.88 for the renters. 
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Table 18. Average expenditures for plants, seeds, and gardening supplies 
in 1977 by owners and renters of present residences 
Own present residence 
Rent present residence 
Total 
Nunber 
653 
155 
808 
aSignificant at 1% level. 
Average expenditures 
Percent Dollars 
80.8 
19.2 
73.32 
27.88 
F 
15.556a 
From Table 19 it can be seen that significantly more of the high 
expenditure group own their present residence than does the low expendi-
ture group. Thirty percent of the low expenditure group are renters. 
Renters may not be willing to invest money in the landscaping of their 
present residence. Also, since there are more duplex and apartment 
dwellers in the low expenditure group, they may not have land available 
for outdoor plantings. A trend of an increasing percentage of owners 
can be seen across the four expenditure groups. As expenditures increase, 
the percentage of owners of their present residence increases. 
Table 19. Ownership of present residence in 1977 by four expenditure 
groups. Chi-square = 44.24, 3 df, P<0.001 
Own present residence 
Rent present residence 
Expenditure grouas 
~$10 $11-34 $35-7 ~$75 
(N=205) (N=l99) (N=l97) (N=207) 
------------------Percent------------------
69.3 
30.7 
74.9 
25.l 
86.8 
13.2 
92.3 
7.7 
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Length of occupancy 
Forty-one percent of the respondents in this study have lived five 
years or less at their present residence; 56 percent have lived 10 years 
or less at their residence (Table 20}. The average length of occupancy 
is 12.1 years (Table 21). There is no significant difference between 
expenditure groups in the average number of years lived at their present 
residence. The Pearson correlation coefficient for the relationship 
between length of occupancy and total expenditures is -0.0584. 
Table 20. Number of years lived at present residence, percentage dis-
tribution, 802 respondents, 1977 
Years Nurroer Percent 
~5 
6-10 
11-15 
16-20 
21-25 
26-30 
31-35 
36-40 
2:40 
325 
123 
103 
81 
60 
52 
18 
26 
14 
Total 802 
41 
15 
13 
10 
7 
7 
2 
3 
2 
Table 21. Average nurroer of years lived at present residence for all 
respondents and four expenditure groups 
All 
respon-
dents 
(N=802} 
:::$10 
(N=200) 
Expenditure groups 
$11-34 
(N=l98) 
$35-74 
(N=l96) 
2:$75 
(N=208) F 
Average number 
of years 
12.106 12.915 13.116 11.133 11.284 0.165oa 
aNot significant. 
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Age of present residence 
Sixteen percent of the respondents live in residences 10 years old 
or less (Table 22). Fifty-two percent live in residences 30 years old 
or less and 70 percent live in residences 50 years old or less. The 
average age of present residence is 39.9 years (Table 23). There was 
a small negative correlation between the age of present residence and 
total expenditures. The Pearson correlation coefficient for this rela-
tionship is -0.1603. As the age of the residence increases, total 
expenditures for plants, seeds, and gardening supplies decrease. The 
average age of the residence for the low and medium-low expenditure 
groups is significantly higher than the average for the medium-high and 
high expenditure groups. People who live in newer homes spent more 
for plants, seeds, and gardening supplies in 1977. 
Table 22. Age of present residence, percentage distribution, 610 respon-
dents, 1977 
Years Nunber Percent 
~10 96 16 
11-20 123 20 
21-30 96 16 
31-40 42 7 
41-50 68 11 
51-60 50 8 
61-70 33 5 
71-80 47 8 
81-90 9 1 
91-100 33 5 
>100 13 2 
Total 610 
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Table 23. Average age of present resiyence in 1977 for all respondents 
and four expenditure groups 
Average age 
of residence 
All 
respondents 
(N=610) 
39.915 50.025b 45.02lb 34. 748a 33. 989a 
1Mean separation by Duncan's Multiple Range test> 1% level. 
Area of residence 
Table 24 shows that respondents living in large cities or rural 
nonfann areas spent significantly more for plants, seeds, and gardening 
supplies in 1977. While only 5.8 percent of the respondents were rural 
nonfann dwellers> they spent an average of $115.74 in 1977. Large city 
dwellers spent $90.13 in 1977. Fann, small town, and meditJTI city 
dwellers averaged $50 t-0 $55 for plants, seeds, and gardening supplies. 
Table 24. Average expenditures for plants, seeds, and gardening supplies 
in 1977 based on area of residencel 
Area of residence Number 
Fann 166 
Rural nonfann 47 
Small town (~5,000) 164 
Medium city (5>000-50,000) 238 
Large city (>50 ,000} 190 
Total 805 
Percent 
20.6 
5.8 
20.4 
29.6 
23.6 
Average expenditures 
Dollars 
50.50a 
115. 74b 
50.76a 
55.07a 
90. l 3b 
1Mean separation by Duncan's Multiple Range test, 1% level. 
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Table 25 shows that area of residence is significantly related to 
expenditure group. The high expenditure group includes more rural nonfarm 
and large city dwellers and the low and medium-low expenditure groups 
have a high percentage of medium city dwellers. The medium-high expendi-
ture group is nearly equally divided among farm, small town, medium city, 
and large city. 
Table 25. Area of residence in 1977 of four expenditure groups. Chi-
square = 32.51, 12 df, .E_<0.001 
Area of residence 
Farm 
Rural nonfarm 
Small town (<5,000) 
Medium city (5,000-50,000) 
Large city (>50,000) 
Expenditure groups 
~$10 $11-34 $35-74 ~$75 
(N=203) (N=l97) (N=l96) (N=209) 
------------------Percent------------------
16. 7 
3.0 
24.6 
35.5 
20.2 
Market Outlets 
24.4 
4.1 
20.8 
31. 5 
19.3 
22.4 
7.7 
23.0 
24.5 
22.4 
19. l 
8.6 
13. 4 
26.8 
32.l 
The sample households were asked to indicate where they purchased the 
plants, seeds, and gardening supplies that they purchased in 1977. The 
five categories of market outlets were the garden center or nursery, 
chain store or grocery store, florist or greenhouse, mail order company, 
and other such as hardware store or feed store. This infonnation is 
sunmarized in Figure 1. 
The garden center or nursery was the major market outlet for plants, 
seeds, and gardening supplies in 1977. Over 60 percent of the evergreen 
trees, shade trees, evergreen shrubs, and other shrubs were purchased at 
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a garden center or nursery. From 30 to 50 percent of all other items were 
purchased at a garden center or nursery. 
The chain store or grocery store was an important outlet for flower 
seeds, vegetable seeds, indoor foliage plants, and gardening supplies such 
as fertilizers, mulch, pesticides, and other gardening equipment. 
The florist or greenhouse was important only for indoor foliage 
plants. Twenty-eight percent of the indoor foliage plants came from a 
florist or greenhouse. 
Mail order companies sold approximately 30 percent or more of the 
perennial flowering plants, strawberry and raspberry plants, grapevines, 
fruit and nut trees, and other shrubs that were purchased in 1977. 
Other sources such as hardware stores or feed stores were important 
outlets for gardening supplies, particularly other gardening equipment 
which consisted mainly of gardening tools. 
Future Purchases 
When asked to indicate which items from the list in Table 26 would 
be purchased in 1978, 50 percent or more of the households planned pur-
chases of flower seeds, vegetable seeds, annual flowering plants, 
vegetable plants, fertilizers and pesticides. Once again the garden 
center or nursery was the major outlet that respondents planned to use 
in 1978. Over 30 percent of the purchases of all the items in Table 26 
will be made at a garden center or nursery. 
Market outlets in the immediate future will be the same as those 
used in the past for the various items. Chain stores or grocery stores 
are important for flower seeds, vegetable seeds, indoor foliage plants, 
Table 26. Percent of households planning to purchase plants, seeds, and gardening supplies in 1978 
and planned market outlet, 790 respondents 
Item 
tfotTseno laswno 
plan to pur-
chase in 1978 
Number Percent 
Flower seeds 438 
Vegetable seeds 486 
Annual flowering plants 442 
Vegetable plants 498 
Indoor foliage plants 294 
Perennial flowering 
plants 176 
Rose bushes 194 
Strawberry or raspberry 
plants and grapevines 87 
Evergreen trees 72 
Shade trees 115 
Fruit and nut trees 70 
Evergreen shrubs 93 
Other shrubs 71 
Fertilizers, mulch, etc. 471 
Pesticides 392 
Other gardening equip-
ment 74 
55.4 
61.5 
55.9 
63.0 
37.2 
22.3 
24.6 
11.0 
9. 1 
14.6 
8.9 
11.8 
9.0 
59.6 
49.6 
9.4 
Plan to purchase from: (%) 
Garden center Grocery store FlOrTsY or Mail order 
or nursery or chain store greenhouse company Other 
32. 7a 
36 .1 
51. 5 
52.9 
32. 1 
51.2 
56.4 
58.7 
80.9 
83.0 
67.2 
89.4 
76.8 
36.9 
39.5 
10.6 
44.0 
36.8 
22.2 
25.3 
33.6 
20.4 
17. 9 
10. 7 
5.9 
3.8 
7.8 
8.2 
5.8 
42.l 
30.5 
48.5 
2.3 
3.5 
21.5 
16.3 
33.6 
9.9 
7.8 
4.0 
5.9 
4.7 
3. 1 
1.2 
1.4 
3.5 
3.4 
3.0 
16.3 
17 .6 
2.8 
2.2 
0.4 
16.7 
16.2 
24.0 
4.4 
7.5 
21. 9 
1. 2 
15.9 
0.5 
2.0 
0.0 
4.8 
6.0 
2.0 
3.3 
0.4 
1. 9 
1. 7 
2.7 
2.9 
0.9 
0.0 
0.0 
0.0 
16.9 
24.6 
37.9 
aFor example, 32.7 percent of the 438 respondents who planned to purchase flower seeds in 1978 
plan to purchase them from a garden center or nursery. 
tT1 
O'I 
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fertilizers and pesticides. Florists or greenhouses are important for 
indoor foliage plants and mail order companies are the main outlets in 
the future for strawberry and raspberry plants, grapevines, and fruit 
and nut trees. Other sources are important future sources of gardening 
supplies. 
Overall, a higher percentage of households plan to purchase various 
plants, seeds, and gardening supplies in 1978 than made purchases in 
1977. Some households .that make plans to purchase plants decide later 
not to make the purcflases or do not carry through with their plans. 
The sample households were asked if they felt that some of the trees 
and shrubs in their home landscape will need replacement within the next 
five years. In Table 27, nearly 60 percent of the households felt that 
some trees and shrubs would need replacement. This indicates that sales 
of replacement plants for the home landscape are a good potential market 
for nurserymen. A lower percentage of the low expenditure group plans 
replacement purchases than the medium-low, medium-high and high expendi-
ture groups. 
Table 27. Percent of respondents who feel that some trees and shrubs in 
their home landscape will need replacement within the next 
five years. Chi-square= 8.02, 3 df, f.<0.05 
All Expenditure groups 
respondents ~$10 $11-34 $35-74 ~$75 
Plan replacements 
No replacements 
(N=623} (N=l31) (N=142) (N=l63) (N=187) 
-------------------------Percent------------------------
59.4 
40.6 
49.6 
50.4 
59.2 
40.8 
65.6 
34.4 
61.0 
39.0 
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Sources of Information 
Table 28 indicates the sources of gardening information that were 
used by Iowa households i n 1977. Friends were the most important source 
of gardening information, followed by magazines and personal experience. 
Also important were newspapers, nursery and seed catalogs, and neighbors. 
The least important sources were advice from coworkers and extension 
agents and information from the radio, extension bulletins, and garden 
clubs, used by less than one-fourth of the respondents. 
Table 28. Sources of gardening information used by 776 Iowa households 
in 1977 
Sources of information 
Fri ends 
Magazines 
Personal experience 
Newspapers 
Nursery and seed catalogs 
Neighbors 
Books on gardening 
Leaflets from nursery and seed companies 
Television 
Sa 1 es clerks in stores 
Coworkers 
County extension agent 
Radio 
Extension bulletins 
Garden club 
Other 
Never use gardening information 
Percent using each sourcea 
70.2 
67.7 
66.9 
57.5 
56.8 
51. 3 
41.0 
34.9 
34.8 
25.5 
23.8 
21.4 
21.0 
15. 7 
2.3 
3.0 
5.4 
aRespondents could check more than one source. 
While the advice of friends and neighbors and personal experience are 
important sources of information, it is questionable whether these sources 
are totally reliable. Reliability depends on the primary sources used by 
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the friends and neighbors and the individual. A consumer education pro-
gram by nurserymen could be beneficial to Iowans. The gardening informa-
tion contained in magazines and newspapers is often of a broad general 
nature and information specifically for Iowa could be very useful. Since 
nursery and seed catalogs are also relied upon for gardening information, 
they need to contain accurate up-to-date infonnation. 
From Table 29 it can be seen that magazines are the most important 
source of gardening information for the high expenditure group, used by 
78.9 percent of this group, followed by friends and personal experience. 
Table 29. Sources of gardening information used by four expenditure 
groups in 1977 
!:$10 
txtenaiture ~rouEs 
$ 1-34 $3 -74 ~$75 
(N=206) (N=200) (N=201) (N=210) Chi-squarea 
Sources of information --------- -Percent usinq----------- 3 df 
Friends 59.4 65.5 75.5 78.5 21 .08*** 
Magazines 51.8 63.5 73.5 78.9 36.51*** 
Personal experience 48.8 63.5 73.5 78.5 42.07*** 
Newspapers 44.7 51.3 64.0 67.5 26.46*** 
Nursery and seed catalogs 40.0 48.7 63.5 71.8 47.54*** 
Neighbors 41.8 47.7 54.0 59.8 13.84** 
Books on gardening 16.5 35.5 44.5 62.7 86.35*** 
Leaflets from nursery and 
46.43*** seed companies 21.2 27.4 36.0 52.2 
** Television 24.7 36.5 41.0 35.4 11. 32 ** 
Sales clerks in stores 10.6 21. 3 29.0 38.3 40. 94* 
Coworkers 15. 9 23.9 25.0 29.2 9.37* 
County extension agent 8.2 19.3 27.0 28.7 28.41 *** 
Radio 14. 1 16.8 22.5 29.2 15. 71 *** 
Extension bulletins 5.3 12.7 19.0 23.9 27.55*** 
Garden club 0.6 1. 5 3.0 3.8 5. 31 b 
Other 2.4 3.0 1. 5 4.8 4. 12b 
Never use gardening 14.0 6 .1 0.5 2.4 38.21*** 
information 
achi-square significant at 0.05 level (*), 0.01 level (**),or 0.001 
level (***). 
bNot significant. 
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The most important source for the low, medium-low and medium-high expendi-
ture groups is the advice of friends. Also important for these three 
groups are magazines and personal experience. 
Extension bulletins, extension agents, radio, sales clerks in 
stores, leaflets from seed and nursery companies, books, newspapers, and 
nursery and seed catalogs were used by significantly more of the high 
expenditure group compared to all other groups. There is a trend of 
increased usage of these sources across expenditure groups. Also a 
significantly greater percentage of the low expenditure group never uses 
gardening information. 
Table 30 shows the average number of sources that are used for 
gardening information. All respondents used an average of 5.7 sources. 
The high expenditure group used 7.4 sources which is over twice as many 
as used by the low expenditure group. The high expenditure group appears 
to be more interested in obtaining gardening information and more willing 
to seek out this information from more sources. 
Table 30. Average number of sources used for gardening information in 
1977 from the list of sources in Table 28 by all respondents 
and four expenditure groups 
Average number of 
sources used 
~l 
respondents 
(N=817) 
5.7 3.5 5.4 6.5 7.4 
The respondents were given a list of 14 magazines that often contain 
gardening information. They were asked to indicate which of these 
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magazines they subscribed to and which they used for gardening informa-
tion. Tables 31 and 32 summarize this information for the four expendi-
ture groups. The high expenditure group subscribed to a significantly 
higher average number of gardening-related magazines for gardening 
information than did the low expenditure group. The average number of 
magazines subscribed to and used for gardening information increased 
across the four expenditure groups. This trend is to be expected because 
magazines were more important sources of gardening information for the 
high expenditure group than for the other three expenditure groups. 
Table 31. Average number of magazines subscribed to in 1977 from a list 
of fourteen gardening-related magazines by four expenditure 
groups 1 
:5$10 
Exrenditure 
$1 -34 rou~s 35- 4 2:$75 
(N=206) (N=200) (N=201) (N=210) 
Average number of magazines 0.95la l.370b l .657b 1. 995c 
1Mean separation by Duncan's Multiple Range test, 5% level. 
Table 32. Average number of magazines used for gardening information in 
1977 from a list of fourteen gardening-related magazines by 
four expenditure groupsl 
s$1 O 
Ex~enditure 
$11-34 
rou~s 
35-74 ~$75 
(N=206) (N=200) (N=201) (N=210) 
Average number of magazines 0.539a 1 .030b 1. 458c 2.043d2 
1Mean separation by Duncan's Multiple Range test, 1% level. 
2Respondents could use magazines other than just those they sub-
scribed to, hence the higher average numbers of magazines used. 
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Attitudes About Landscaping 
The respondents were asked to rate several purposes of landscaping as 
very important, important, or not important to them. The most important 
purpose of landscaping is to provide shade which was rated by 69.9 percent 
of the respondents as very important. Table 33 shows that the other 
important purposes of landscaping were beautification, controlling soil 
erosion, personal pride, and increasing tbe value of the property. Least 
important were controlling foot traffic and reducing noise. 
Table 33. Importance of landscaping for various purposes, percentage 
distributions, 817 Iowa households, 1977 
Purpose of landscaping 
Shade 
Beautification 
Control soil erosion 
Personal pride 
Increase value of property 
Attract birds and wildlife 
Windbreak 
Neighborhood pride 
Reduce dust and dirt 
Hobby or exercise 
Screening for privacy 
Control foot traffic 
Reduce noise 
Importance ratings 
Very Not 
important Important important 
-------------Percent-------------
69.6 
66.3 
57.5 
50.5 
45.8 
44.0 
46.1 
39 .2 
34.7 
24.1 
23.8 
16.3 
17.8 
27.4 
32.4 
30.6 
42.8 
44.7 
40.5 
36.4 
46.5 
43.5 
47.8 
44.7 
40.3 
30.7 
3.0 
1.3 
12.0 
6.7 
9.5 
15.5 
17. 5 
14.3 
21.8 
28.1 
31. 5 
43.4 
51.5 
Index 
numb era 
1. 604 
1. 529 
1 .193 
1. 136 
1.037 
0.933 
0.933 
0.914 
0.787 
0. 710 
0.669 
0.593 
o. 549 
aThe index number is used to rank the various purposes of landscaping 
according to the importance ratings given to them. A numeric scale was 
constructed assigning a value of three to "very important" responses, two 
to "important" responses, and one to 11 not important" responses. These 
scale scores were then weighted by the proportion of respondents who 
indicated that a purpose was very important, important, or not important. 
For example, a proportion of .696 of the respondents felt that shade was 
very important. The index number is the average of the weighted scale 
scores for each purpose. It becomes a measure of the relative importance 
of each purpose. 
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Three major motivations for landscaping were seen in the most 
important purposes of landscaping. One motivation was the rewards, seen 
in beautification and increasing the value of the property. Another was 
functional, seen in shade and controlling soil erosion. The third was 
the social motivation of personal pride. 
Table 34 shows the rankings of the various purposes of landscaping 
by the four expenditure groups. Beautification was the most important 
purpose of landscaping for the high expenditure group. Shade was second. 
For the low, medium-low, and medium-high expenditure groups, shade was 
most important, followed by beautification. 
Table 34. Importance of landscaping for various purposes, four expendi-
ture groups, 1977 
Purpose of landscaping 
Beautification 
Shade 
Control soil erosion 
Personal pride 
Increase value of property 
Attract birds and wildlife 
Neighborhood pride 
Windbreak 
Reduce dust and dirt 
Screening for privacy 
Hobby or exercise 
Control foot traffic 
Reduce noise 
Expenditure ~rouas 
~$10 $11 -34 $ 5-7 ~$75 
(N=206) (N=200) (N=201) (N=210) 
--------------Index numbersa---------------
1.299 
1 .483 
l .186 
1.032 
0.999 
0.878 
0.905 
l . 119 
0.826 
0.684 
0.805 
0.618 
0.571 
1.455 
1. 545 
l . 096 
1. 124 
1. 034 
0.823 
0.922 
0.925 
0.790 
0.672 
o. 715 
0.603 
0.554 
l .475 
l. 718 
1.224 
l .176 
1.002 
0. 971 
0.863 
0.947 
0. 774 
0.644 
0.711 
0.619 
0.580 
1. 965 
l. 661 
l. 281 
1.280 
1 .128 
l. 063 
0.987 
0.806 
0.769 
0. 723 
0.695 
0.579 
0.572 
asee footnote for Table 33. 
The low expenditure group rated such functional purposes of landscap-
ing as windbreaks, reducing dust and dirt, hobby or exercise, and 
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controlling foot traffic as more important than did the other three 
groups. The low expenditure group appears to be more interested in the 
functional aspects of landscaping while the high expenditure group is 
interested in the rewards and aesthetic aspects of landscaping. By 
stressing the importance of all the various aspects of landscaping, 
nurserymen can appeal to a wide range of customers. 
Purchase Decisions 
Several factors involved in plant purchasing decisions were examined 
in this study. These included determining which members of the household 
make roost of the plant purchasing decisions, factors influencing the 
choice of market outlet, and the reasons why particular plant varieties 
are purchased. 
Table 35 shows that females are involved in most of the plant pur-
chasing decisions. In 45 percent of all households, decisions were made 
by a female alone; in another 41 percent of the households, decisions 
were made by the husband and wife together. Females were involved in 
making plant purchasing decisions in 86 percent of all the households. 
From these results, it appears that it would benefit nurserymen to direct 
their advertising toward females. 
Looking at the four expenditure groups, households in the high and 
medium-high expenditure groups had most plant purchasing decisions made 
by the husband and wife together. Households in the low and medium-low 
expenditure groups had more decisions made by a male or female alone. 
Because the low expenditure group appears to include more single person 
households, more decisions would be made by a male or female alone. 
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Table 35. Household member(s) making most of the plant purchasing deci-
sions in 1977, all respondents and four expenditure groups 
All Expenditure groups 
households ~$10 $11-34 $35-74 ~$75 
(N=675) 
Household member(s} -------------------Percent------------------
Male alone 
Female alone 
Husband and wife together 
Other household members 
12.0 
45.0 
41.0 
1.0 
18. 6 
53.6 
25.8 
2.0 
11.8 
56.4 
29.5 
2.2 
12.0 
39.l 
48.4 
0.5 
10.5 
34.5 
53.5 
1. 5 
Respondents were asked to indicate which of several factors 
influenced their choice of a retail market outlet for plants, seeds, and 
gardening supplies. As shown in Table 36, the most important factor in 
the choice of a market outlet was convenient location of the business, 
chosen by 47 percent of the respondents. 
Table 36. Factors influencing the choice of retail market outlet by 633 
Iowa households in 1977 
Factors Percent choosing each factora 
Convenient location of business 
Reputation of business 
Nursery or seed catalogs 
Newspaper advertisements 
Advice of friends 
Ease of purchase by mail 
Magazine advertisements 
Television advertisements 
Radio advertisements 
County extension agents 
Yellow pages of telephone book 
Don't know 
Other 
aRespondents could check more than one factor. 
47. 1 
42.5 
37.9 
23.4 
22.9 
11. 5 
8.7 
4.3 
3.9 
2.7 
1.9 
5.1 
6.5 
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Other important influences in choosing a retail market outlet were 
reputation of the business, nursery or seed catalogs, newspaper advertise-
ments, and the advice of friends. Least important were magazines, 
television and radio advertisements, extension agents~ and yellow pages, 
used by less than 10 percent of the respondents . 
For the high expenditure group the most important influence on the 
choice of a market outlet was the reputation of the business (Table 37). 
This factor was chosen by a significantly greater percentage of the high 
expenditure group than the low expenditure group. Also important for 
the high expenditure group were convenient location of the business and 
nursery or seed catalogs. For the low expenditure group, convenient 
location of the business was the most important influence. 
Table 37. Factors influencing the choice of retail market outlet by four 
expenditure groups in 1977 
Factors 
Reputation of business 
Convenient location of business 
Nursery or seed catalogs 
Newspaper advertisements 
Advice of friends 
Ease of purchase by mail 
Magazine advertisements 
County extension agent 
Radio advertisements 
Television advertisem~nts 
Yellow pages of telephone book 
Don 1 t know 
Other 
~$10 $11-34 $35-74 ~$75 
(N=93) (N=l64) (N=l82) (N=l94) 
---------Percent choosing--------
20.4 32.3 44.0 60.3 
43.0 45.l 50.5 47.4 
23.7 36.6 37.9 45.9 
16.l 20.7 28.0 24.7 
18.3 25.6 22.5 23.2 
6.5 7.3 12.6 16.5 
4.3 5.5 7.7 14.4 
4.3 0.6 1.1 5.2 
4.3 5.5 2.7 3.6 
3.2 4.9 5.5 3.1 
2.2 3.0 2.2 0.5 
10.8 6.1 3.3 3.1 
3.2 9.1 6.0 6.2 
Chi-
squarea 
3 df 
50.83*** 
1. 76b 
13.38** 
5.76b 
1. 93b 
10. 11 ** 
12.67** 
9.91* 
1. 81 ~ 
1. 72b 
3.28 
9. 39* 
3.64b 
achi-square significant at 0.05 level (*), 0.01 level (**), and 0.001 
level (***}. 
bNot significant. 
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Mail order outlets appear to be slightly more important for the high 
expenditure group. Nursery or seed catalogs and the ease of purchase by 
mail were chosen by a significantly higher percentage of the high 
expenditure group compared to the other three groups. Magazine advertise-
ments were also much more important to the high expenditure group. 
The respondents were also asked to select the most important reasons 
why they chose the particular plant varieties that they purchased in 
1977. Table 38 shows that the most important reason why particular 
varieties of plants were customarily chosen was the appearance of the 
plant. This reason was chosen by 74.4 percent of the respondents. Other 
important reasons were quality and price of the plant. Least important 
were all types of advertising and extension bulletins. 
Table 38. Reasons for the choice of particular plant varieties purchased 
by 630 Iowa households in 1977 
Reasons Percent choosing each reasona 
Appearance of the plant 
Quality 
Price 
Nursery or seed catalogs 
Advice of friends 
Brand name 
Newspaper or magazine advertisements 
Extension bulletins 
Radio or television advertisements 
Other 
aRespondents could check more than one reason. 
74.4 
58.9 
45.4 
25.6 
17.5 
15. 1 
7.0 
4.6 
1 .0 
8.7 
Appearance of the plant was the most important reason for the choice 
of particular plant varieties by all of the four expenditure groups (Table 
39). Quality and price were also important for all groups. Nursery or 
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seed catalogs were important for a significantly greater percentage of the 
high expenditure group than the low expenditure group. The high expendi-
ture group appears to be more interested in purchasing plants by mail and 
in using nursery or seed catalogs in making purchase decisions. 
Table 39. Reasons for the choice of particular plant varieties purchased 
by four expenditure groups in 1977 
~$lo 
Exlenaiture grouEs 
$ l-34 $35-74 ~$75 Chi-
(N=90) (N=l57) (N=l86) (N=l97) squarea 
Reasons ---------Percent choosing--------- 3 df 
Appearance of the plant 60.0 77. 7 74.7 78.2 12.20** 
Quality 50.0 54.1 60.2 65.5 8.07* 
Price 44.4 48.4 43. 5 45.2 0.87b 
Nursery or seed catalogs 15.6 18. 5 25.8 35.5 19. 19*** 
Brand name 14.4 12 .1 16 .1 16. 8 1. 71 b 
Advice of friends 14.4 22.3 21.5 11. 2 10.64** 
Extension bulletins 4.4 3.8 2.7 7. l 4_59b 
Newspaper or magazine ads 7.8 7.0 7.0 6.6 0. l 3b 
Radio or television ads 1.1 0.6 1.1 1.0 o.23b 
Other 5.6 9.6 9.7 8.6 l .48b 
aChi-square significant at 0.05 level (*), 0.01 level (**),and 0.001 
level (***}. 
bNot significant. 
Purchase Patterns 
In this study, one series of questions concerned the consumers' pur-
chases of nursery stock. Nursery stock was defined as evergreen and shade 
trees, evergreen and other shrubs, rose bushes, fruit and nut trees, 
strawberry and raspberry plants, grapevines, and perennial flowering 
pl ants. 
Table 40 shows that respondents who made their most recent purchase 
of nursery stock in 1977 spent significantly more for all plants, seeds, 
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and gardening supplies than those respondents whose most recent purchase 
of nursery stock was in previous years. In 1977, 45.8 percent of the 
respondents purchased some nursery stock; 17.8 percent have never pur-
chased nursery stock. In the five-year period from 1973 to 1977, 70.3 
percent of the respondents purchased nursery sto~k. 
Table 40. Average expenditures for plants, seeds, and gardening supplies 
in 1977 according to the time of the most recent purchase of 
nursery stock 1 
Time of roost recent Average exEenditures 
nursery stock purchase Number Percent Do 11 ars 
1977 347 45.8 104. 81 b2 
1976 99 13. 1 57 .04a 
1975-1973 86 11.4 34.05a 
1972-1970 34 4.5 22.47a 
1969 or before 56 7.4 29.59a 
Never purchased 135 17 .8 26.52a 
nursery stock 
Total 757 
lNursery stock includes only evergreen and shade trees, evergreen and 
other shrubs, rose bushes, fruit and nut trees, strawberry and raspberry 
plants, grapevines, and perennial flowering plants. 
2Mean separation by Duncan's Multiple Range test, 1% level. 
Table 41 shows that while 77.7% of the high expenditure group pur-
chased nursery stock in 1977, only 16.7 percent of the low expenditure 
group made purchases. Nearly one-third of the low expenditure group has 
never purchased nursery stock and 15.5 percent have not purchased nursery 
stock since 1969, eight years or more. 
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Table 41. Time of the most recent purchase of nursery stocka by four 
expenditure groups. Chi-square= 197.76, 15 df, .E_<0.001 
Time of most recent 
nursery stock purchase 
1977 
1976 
1975-1973 
1972-1970 
1969 or before 
Never purchased nursery stock 
Expenditure lroups 
~$10 $11-34 35-74 ~$75 
(N=l68) (N=l91) (N=l96) (N=202) 
------------------Percent------------------
16.7 29.3 54. 1 77. 7 
10.1 15. 7 16.8 9.4 
18.5 14.7 9.7 4.0 
7.7 6.3 3.6 1.0 
15. 5 8.4 4.1 3.0 
31. 5 25. 7 11. 7 5.0 
aNursery stock includes only evergreen and shade trees, evergreen and 
other shrubs, rose bushes, fruit and nut trees, strawberry and raspberry 
plants, grapevines, and perennial flowering plants. 
According to Table 42, the more frequent purchasers of nursery stock 
spent significantly more on all plants, seeds, and gardening supplies in 
1977. Nursery stock was purchased every year by 32.2 percent of the 
respondents and this group spent an average of $115.89 on plants, seeds, 
and gardening supplies in 1977. Nursery stock is usually more costly 
than other plants or seeds and, therefore, more frequent purchasers of 
nursery stock would have higher expenditures. 
From Table 43 it can be seen that respondents in the high expenditure 
group are more frequent purchasers of nursery stock. Respondents in the 
low expenditure group are less frequent purchasers or nonpurchasers of 
nursery stock. Across the four expenditure groups, the percentage of 
respondents purchasing nursery stock every year increases and the per-
centage who never purchase nursery stock decreases. 
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Table 42. Average expenditures for plants, seeds, and gardening supplies 
in 1977 based on frequency of purchase of nursery stockl 
Frequency of nursery Average exEenditures 
stock purchase Number Percent Do11ars 
Every year 230 32.2 115.89c2 
Every 2-3 years 162 22.7 74.86b 
Every 4-5 years 184 25.7 37.36a 
Never 139 19.4 27. l 5a 
Total 715 
1Nursery stock includes only evergreen and shade trees, evergreen and 
other shrubs, rose bushes, fruit and nut trees, strawberry and raspberry 
plants, grapevines, and perennial flowering plants. 
2Mean separation by Duncan's Multip1e Range test, 1% level. 
Table 43. Frequency of purchase of nursery stocka by four expenditure 
groups. Chi-square = 183.92, 9 df, ~<0.001 
Frequency of nursery 
stock purchase 
Every year 
Every 2-3 years 
Every 4-5 years 
Never 
Extenditure grouEs 
~$10 $1 -34 $35-74 ~$75 
(N=l49) (N=l74) (N=l93) (N=l99) 
-------------------Percent--------------------
12. 1 
12.8 
36.9 
38.3 
17. 2 
18.4 
37.9 
26.4 
33.2 
33.2 
21.2 
12.4 
59.3 
23.6 
11.1 
6.0 
aNursery stock includes only evergreen and shade trees, evergreen and 
other shrubs, rose bushes, fruit and nut trees, strawberry and raspberry 
plants, grapevines, and perennial flowering plants. 
When asked when they planned to make their next purchase of nursery 
stock, 46.9 percent of the respondents indicated that they planned to 
purchase some nursery stock in 1978. According to Table 44, the respon-
dents who p1anned to purchase nursery stock in 1978 had spent signifi-
cantly more for plants, seeds, and gardening supplies in 1977. 
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Thirty-five percent of the respondents did not know when their next pur-
chase of nursery stock would be made. 
Table 44. Average expenditures for plants, seeds, and gardening supplies 
in 1977 according to the time of the next planned purchase of 
nursery stock 1 
Time of next planned Average exEenditures 
nursery stock purchase Number Percent Dol 1 ars 
1978 354 46.9 99.30b2 
1979-1980 104 13.8 65.60ab 
After 1980 12 1.6 34.33ab 
Never 20 2.6 12.35a 
Don't know 265 35.1 31.44a 
Total 755 
1Nursery stock includes only evergreen and shade trees, evergreen and 
other shrubs, rose bushes, fruit and nut trees, strawberry and raspberry 
plants, grapevines, and perennial flowering plants. 
2Mean separation by Duncan's Multiple Range test, 1% level. 
Looking at Table 45, 73.9 percent of the high expenditure group 
planned to buy nursery stock in 1978 compared to only 22.8 percent of the 
low expenditure group. Nearly two-thirds of the low expenditure group 
could not estimate when they would make their next purchase of nursery 
stock. 
The respondents were asked to estimate how much they will spend in 
1978 for nursery stock. Table 46 shows that 44.3 percent of the respon-
dents plan to spend less than $25 for nursery stock in 1978, 61.4 percent 
plan to spend less than $50, and 68.7 percent plan to spend less than 
$100. Only 1.2 percent plan expenditures of $200 or more but this group 
had significantly higher expenditures in 1977 for plants, seeds, and 
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gardening supplies. One-fourth of the respondents did not know how much 
they would spend on nursery stock in 1978. 
Table 45. Time of next planned purchase of nursery stocka by four 
expenditure groups. Chi-square= 161.89, 12 df, f_<0.001 
Time of next planned 
nursery stocK purchase 
1978 
1979-1980 
After 1980 
Never 
Don 1 t know 
Ex~enditure groups 
s$10 $ 1-34 $35-74 ~$75 
(N=l67) (N=189} (N=l96) (N=203) 
------------------Percent------------------
22.8 
7.2 
1.8 
7.8 
60.5 
32.8 
19.0 
2. l 
2 .1 
43.9 
53. l 
16.8 
1. 5 
1. 5 
27.0 
73.9 
11. 3 
1.0 
0.0 
13.8 
aNursery stock includes only evergreen and shade trees, evergreen and 
other shrubs, rose bushes, fruit and nut trees, strawberry and raspberry 
plants, grapevines, and perennial flowering plants. 
Table 46. Average expenditures for plants, seeds, and gardening supplies 
in 1977 according to the estimated expenditures for nursery 
stockl in 1978 
Estimated exkenditures for Average expenditures 
nursery stoc in 1978 Number Percent Dollars 
None 130 17. 2 28.35a2 
<$25 204 27. l 46.65a 
$25- 49 129 17. l 83.24b 
$50- 99 55 7.3 116.35b 
$100-199 34 4.5 170. 79c 
2:$200 9 1.2 600.44d 
Don't know 193 25.6 47. 28a 
Total 754 
1Nursery stock includes only evergreen and shade trees, evergreen and 
other shrubs, rose bushes, fruit and nut trees, strawberry and raspberry 
plants, grapevines, and perennial flowering plants. 
2Mean s.eparation by Duncan's Multiple Range test, 5% level. 
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According to Table 47, the high expenditure group plans to spend more 
on nursery stock in 1978 than does the low expenditure group. The low 
expenditure group also included more respondents who did not know how much 
they would spend on nursery stock in the future. 
Table 47. Estimated expenditures for nursery stocka in 1978 by four 
expenditure groups. Chi-square • 157.63, 18 df, f,.<0.001 
Estimated expendi-
tures for nursery 
stock in 1978 
None 
<$25 
$25- 49 
$50- 99 
$100-199 
:::$200 
Don't know 
Expenditure groups 
~$10 $11-34 $35-74 :::$75 
(N=l68) (N=l89) (N=l95) (N=202) 
---------------------Percent---------------------
28.0 24.3 13.3 5.4 
20.8 32.8 33.8 20.3 
6.5 8.5 23.6 27.7 
3.0 3.2 7.2 14. 9 
4.8 2 .1 1.0 9.9 
0.0 0.0 1.0 3.5 
36.9 29. 1 20.0 18. 3 
aNursery stock includes only evergreen and shade trees, evergreen and 
other snrubs, rose bushes, fruit and nut trees, strawberry and raspberry 
plants, grapevines, and perennial flowering plants. 
Th.e answers to this series of four questions on nursery stock pur-
chase patterns indicate that the persons who have spent the most in the 
past for plants also plan to spend th.e most in the future. The best 
customers in the past, those who have made frequent and regular purchases 
and have spent the most money for plants, are potentially the best future 
customers. However, people have difficulty estimating future plant 
purchases, as indicated by the number of 11 Don 1 t know" responses to ques-
tions about future plans. 
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Related to the fact that respondents chose convenient location of 
the business as the most important influence on the choice of a market 
outlet for plants is the distance respondents travel to the place where 
they purchase plants, seeds, and gardening supplies. According to Table 
48, 58.4 percent of the respondents traveled five miles or less to the 
place where they purchased plants and 73.4 percent traveled 10 miles or 
less. This agrees with the findings of Gatty (1961) and Kirschling and 
Jensen ( 1977). 
Table 48. Average expenditures for plants, seeds, and gardening supplies 
in 1977 by distance traveled to market outlet for plants 
Distance traveled 
to market outlet 
~l mile 
2-5 miles 
6-10 miles 
11-20 mi 1 es 
>20 miles 
Purchase by mail order 
Total 
aNot significant. 
Number 
133 
218 
90 
74 
62 
24 
601 
Percent 
22.1 
36.3 
15.0 
12.3 
10.3 
4.0 
Average extenditures 
Dol ars 
78.28 
76.70 
72.62 
62.58 
66.39 
65.29 
Travel distance did not have a significant influence on total 
expenditures for plants, seeds, and gardening supplies in 1977. Table 
49 shows that the four expenditure groups did not differ significantly 
in the distance they traveled to purchase plants, seeds, and gardening 
supp 1 ies. 
F 
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Table 49. Distance traveled to market outlet for plants, seeds, and 
gardening supplies by four expenditure groups. Chi-square= 
17.77, 15 df, .!:_ = 0.275, not significant 
Expenditure groups 
~$10 $11-34 $35-75 ~$75 
Distance traveled (N=95) (N=l57) (N=l73) (N=l76) 
to market outlet --------------------Percent----------------------
:::1 mi 1 e 
2-5 miles 
6-10 mi 1 es 
11-20 mil es 
>20 miles 
Purchase by mail order 
34.7 
32.6 
11. 6 
9.5 
8.4 
3.2 
23.6 
35.7 
15. 3 
13.4 
8.9 
3.2 
17.3 18.8 
34.1 40.9 
15. 6 15. 9 
15.6 9.7 
12 .1 10. 8 
5.2 4.0 
According to Table 50, 52.1 percent of the respondents usually made a 
special shopping trip for plants, seeds, and gardening supplies. Those 
who made a special shopping trip spent significantly more for plants, 
seeds, and gardening supplies in 1977. 
Table 50. Average expenditures for plants, seeds, and gardening supplies 
in 1977 when a special shopping trip for plants was made 
Special shopping trip 
for plants 
No special shopping trip 
Total 
Number 
344 
316 
660 
asignificant at 1% level. 
Percent 
52.1 
47.9 
Average extenditures 
Dol ars F 
90.39 
49.01 
17. 833a 
Table 51 shows a significantly higher percentage, 69.l percent, of 
the high expenditure group made a special shopping trip for plants, seeds, 
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and gardening supp1ies compared to 39.5 percent of the 1ow expenditure 
group. 
Table 51. Percentage of respondents making a special shopping trip for 
plants, four expenditure groups. Chi-square= 46.10, 3 df, 
P<0.001 
Special shopping trip 
for plants 
No specia1 shopping trip 
s$10 $1 -34 35-74 ~$75 
(N=l14) (N=l70) (N=185) (N=l91) 
------------------Percent------------------
39.5 
60.5 
37 .1 
62.9 
56.2 
43.8 
69. l 
30.9 
From Table 52 it can be seen that those respondents who purchased 
plants for gifts in 1977 spent significant1y more on plants, seeds, and 
gardening supplies in 1977. Plants were purchased as gifts by 41 .9 per-
cent of the respondents. 
Table 52. Average expenditures for plants, seeds, and gardening supplies 
in 1977 when plants were purchased for gifts in 1977 
Number 
Purchased plants 
for gifts 306 
Did not purchase 
plants for gifts 425 
Total 731 
asignificant at 1% leve1. 
Percent 
41.9 
58. l 
Average exlenditures 
Dol ars 
94.61 
49.54 
F 
23.882a 
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Table 53 shows that a significantly greater percentage, 62.7 
percent, of the high expenditure group purchased plants as gifts in 
1977 compared to the other three expenditure groups. Purchases of 
plants as gifts in 1977 by the medium-high, medium-low, and low 
expenditure groups ranged from 37.4 to 30.7 percent. 
Table 53. Percentage of respondents purchasing plants for gifts in 1977, 
four expenditure groups. Chi-square = 52.30, 3 df, P<0.001 
Purchased plants 
for gifts 
Did not purchase 
plants for gifts 
Expenditure groups 
~$10 $11-34 $35-74 ~$75 
(N=l40) (N=l92) (N=l95) (N=204) 
---------------------Percent---------------------
30.7 32.3 37.4 62.7 
69.3 67.7 62.6 37.3 
Related Factors 
The respondents were asked whether or not they considered gardening 
to be an important leisure activity to them. As shown in Table 54, 
55.9 percent considered gardening to oe an important leisure activity. 
This group spent $76 on plants, seeds, and gardening supplies in 1977 
compared to $49 spent by those who did not consider gardening to be an 
important leisure activity. 
According to Table 55, gardening was considered as an important 
leisure activity for a significantly higher percentage of the medium-
high and the hi.gh expenditure groups as compared to the medium-low and 
low expenditure groups. 
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Table 54. Average expenditures for plants, seeds, and gardening supplies 
in 1977 by respondents considering gardening to be an important 
leisure activity 
Gardening: 
Important leisure activity 
Not important 
Total 
aSignificant at 1% level. 
Number 
420 
331 
751 
Average expenditures 
Percent Dollars F 
55.9 
44.1 
76.43 
49.73 
12.489a 
Table 55. Percentage of respondents considering gardening to be an 
important leisure activity, four expenditure groups. Chi-
square = 64.98, 3 df, f.<0.001 
s$10 ~ -34 35-74 ~$75 
(N=l72) (N=l87) (N=l91) (N=201) 
Gardening: ------------------Percent------------------
Important leisure activity 
Not important 
34.3 
65.7 
48.1 
51.9 
69. 1 
30.9 
69.2 
30.8 
Respondents were asked whether or not they owned a greenhouse. While 
only 2.3 percent of all households owned a greenhouse, Table 56 shows that 
greenhouse owners spent over five times as much for plants, seeds, and 
gardening supplies in 1977. Average expenditures by greenhouse owners 
were $335.94 compared to $61.28 spent by those respondents who did not 
own a greenhouse. 
There was no significant difference in greenhouse ownership, however, 
among the four expenditure groups in 1977 as is demonstrated in Table 
57. 
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Table 56. Average expenditures for plants, seeds, and gardening supplies 
in 1977 by households owning a greenhouse in 1977 
Number Percent 
Average exfenditures 
Dal ars F 
Owned a greenhouse 18 2.3 335.94 84.334a 
No greenhouse 762 97.7 61.28 
Total 780 
aSignificant at 1 % 1 evel . 
Table 57. Percentage of households owning a greenhouse in 1977, four 
expenditure groups. Chi-square= 5.38, 3 df, .E_ = 0.1457, 
not significant 
Owned a greenhouse 
No greenhouse 
Ex~enditure !rou~s ~$10 $11- 4 35- 4 ~$75 
(N=l74) (N=l97) (N=200) (N=209) 
---------------------Percent---------------------
1.1 
98.9 
2.0 
98.0 
1. 5 
98.5 
4.3 
95.7 
Garden club membership did not significantly influence the amount of 
money spent on plants, seeds, and gardening supplies in 1977 (Table 58). 
Also, the difference in garden club membership among the four expenditure 
groups in 1977 was not significant (Table 59). These findings differ 
from those of Anonymous (1973), Badenhop and Smith (1973), and Badenhop 
and Trail (1974) who found that members of garden clubs spent signifi-
cantly more money on plants, seeds, and gardening supplies than did 
nonmembers. As can be seen in Table 58, however, only a small per-
centage, 1.7 percent, of the respondents in this study were members of 
a garden club in 1977. 
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Table 58. Average expenditures for plants, seeds, and gardening supplies 
in 1977 by garden club members and nonmembers 
Number Percent 
Average ex~enditures 
Do 1 ars F 
Member of garden club 
Nonmember 
13 
762 
1. 7 
98.3 
88.77 
67.22 
0. 339a 
Total 775 
aNot significant. 
Table 59. Garden club membership of four expenditure groups in 1977. 
Chi-square= 6.2, 3 df, f. = 0.1024, not significant 
Member of garden club 
Nonmember 
Expenditure groups 
~$10 $11-34 $35-74 ~$75 
(N=174) (N=l95) (N=200) (N=206) 
------------------Percent--------------------
0 
100 
1.0 
99.0 
2.5 
97.5 
2.9 
97. 1 
As can be seen in Table 60, only 23.l percent of all respondents 
have seen or heard the expression "Green Survival". "Green Survival" 
is an expression used by the American Association of Nurserymen in their 
advertising. Three-fourths of the respondents have not seen such 
advertising or do not remerrber seeing "Green Survival 11 used in nursery 
advertising. 
Table 61 shows that this factor did not influence expenditures in 
1977. There were no significant differences among expenditure groups 
for this factor. 
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Table 60. Average expenditures for plants, seeds, and gardening supplies 
in 1977 by respondents who have seen or heard the expression 
"Green Survi va 111 
Green Survi va 1 : 
Have seen or heard 
Have not seen or heard 
Total 
aNot significant. 
Number 
178 
593 
771 
Average ex\enditures 
Percent Dol ars 
23.l 
76.9 
67.72 
64.00 
F 
Table 61. Percentage of respondents who have seen or heard the expression 
"Green Survival", four expenditure groups. Chi-square= 1.95, 
3 df, ~ = 0.5826, not significant 
Green Survival: 
Have seen or heard 
Have not seen or heard 
~$10 $1 -34 35-74 ~$75 
(N=l87) (N=l92) (N=l93) (N=l99) 
------------------Percent------------------
21.4 
78.6 
20.8 
79.2 
23.8 
76.2 
26.l 
73.9 
The respondents were asked to estimate the number of hours per week 
they spend on various gardening activities. Table 62 shows that all 
respondents spent an average of 8.6 hours per week on gardening activi-
ties. The high expenditure group spent 11.4 hours on gardening 
activities each week. This is more than twice as many hours as the low 
expenditure group spent on this activity. The Pearson correlation 
coefficient for the relationship between hours spent on gardening 
activities and total expenditures for plants, seeds, and gardening 
supplies in 1977 is 0.1657, showing a small positive correlation between 
hours and expenditures. As the number of hours spent on gardening 
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activities increases, total expenditures for plants, seeds, and gardening 
supplies increase. 
Table 62. Average number of hours per week (during the growing season 
April to October) spent on all gardening activities by all 
respondents and four expenditure groupsl 
All 
respondents 
(N=817) 
5$10 
(N=206) 
$ l -34 $35-74 
(N=200) (N=201) 
?$75 
(N=210) 
Averag~ hours per week 8.621 5.369a 7.930b 9.692c 11.445d 
lMean separation by Duncan's Multiple Range test> 1% level. 
Plant knowledge was tested by asking the respondents to indicate 
whether or not they had seen or heard of 26 ornamental and vegetable 
plants. As can be seen in Table 63, respondents as a whole recognized 
an average of 12 plants. The high expenditure group appears to be more 
knowledgeable, recognizing 14.1 ornamental and vegetable plants as 
compared to 8.9 recognized by the low expenditure group. 
The Pearson correlation coefficient for the relationship between 
the number of plants recognized and total expenditures for plants, 
seeds, and gardening supplies in 1977 is 0.1686, showing a small 
positive correlation between plant knowledge and expenditures. As 
plant knowledge increases, expenditures for plants, seeds, and 
gardening supplies increase. 
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Table 63. Average number of plants recognized from a list of twenty-six 
ornamental and vegetable plants by all respondents and four 
expenditure groupsl 
Average number of 
plants recognized 
All 
respondents 
(N=817} 
12. 077 
:5$10 
(N=206) 
8.903a 
$1 -34 $35-7 
(N=200) (N=201) 
11. 670b 13.557c 
1Mean separation by Duncan's Multiple Range test, 1% level. 
~$75 
(N=210) 
14. l 62c 
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SUMMARY AND CONCLUSIONS 
Results of this study identify the consumers in Iowa who are most 
likely to purchase plants, seeds, and gardening supplies. The types of 
purchases which will probably be made and the market outlet where the 
consumer intends to make the purchases are also indicated. The sources 
of gardening information used by households in Iowa are identified and 
attitudes concerning landscapin9 are determined. These factors and other 
data have implications for the nursery industry that should help in deter-
mining consumer demand for plants and gardening supplies in the future. 
The consumer most likely to spend the most on plants, seeds, and 
gardening supplies is a professional, technical, or managerial worker who 
is employed full-time, has a household income of $15,000 or more each 
year, and has a college education. This consumer is usually married and 
is approximately 46 years old. From information in this study, this con-
sumer is the owner of a single family house which is newer than avera9e 
and located in either a large city or a rural nonfarm area. 
Other results indicate that this consumer spent an average of $180 
for plants, seeds, and gardening supplies in 1977. Almost one-third of 
this expenditure was for nursery stock. This consumer is also a frequent 
purchaser of nursery stock. Gardening is an important leisure activity 
for this consumer. An average of 11 hours per week is spent on gardening 
activities and this consumer is knowledgeable about plants. Several 
sources are used for gardening information by this consumer. 
Plant purchasing decisions are made by this consumer along with 
a spouse. Special shopping trips are made just to purchase plants and 
plants are purchased for gifts by this consumer. 
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In contrast to the most likely purchaser is the consumer who is 
least likely to purchase plants, seeds, and gardening supplies. This 
consumer is older, with a high school education, and a household income 
of less than $15,000 per year. This consumer is more likely to be 
retired, to live alone, and to rent an older duplex or apartment in a 
medium-sized city. 
This consumer spent an average of $2.48 for plants, seeds, and 
gardening supplies in 1977. Only 4.4 percent of the average expenditure 
was for nursery stock. This consumer is also an infrequent purchaser of 
nursery stock. Compared to the most likely purchaser, the least likely 
purchaser does not consider gardening to be as important as a leisure 
acti.vity, spends less time on gardening, and is less knowledgeable about 
plants. This consumer uses fewer sources to obtain infonnation about 
gardening. 
The results of this study show that the average expenditure for 
plants, seeds, and gardening supplies in 1977 was $64.82 per household. 
Two-thirds of this expenditure was for plants and seeds and one-third 
was for gardening supplies such as fertilizers, pesticides, and gardening 
tools. The garden center or nursery was the major market outlet for 
plants, seeds, and gardening supplies. The garden center or nursery was 
also the major outlet for planned future purchases of plants, seeds, and 
gardening supplies. By studying the buying patterns revealed in this 
study, nurserymen may be able to determine the proper inventory of 
plants, seeds, and gardening supplies to offer their customers and gain 
a better understanding of the consumer. 
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Nursery stock accounted for 27 .5 percent of the total expenditure 
for plants, seeds, and gardening supplies in 1977. People who spend the 
most for nursery stock spend the most for all plants, seeds, and gardening 
supplies. The best plant consumers are those people who also purchase 
nursery stock frequently and regularly. Those consumers who have spent 
the most for nursery stock in the past plan to spend the most in the 
future. 
It appears that many households make plans for future purchases but 
do not carry out their plans. A larger market would result if people 
could be encouraged to make these planned purchases. Also many people 
are not able to estimate future needs for nursery stock as evidenced by 
the nurrber of t•oon 't know" answers to questions on future purchases of 
nursery stock. The future market for landscape plants seems promising, 
however, since about 60 percent of the households had trees or shrubs 
that the owners considered as needing replacement in the next five years. 
Several factors were found to have a significant influence on 
expenditures for plants, seeds, and gardening supplies. These are: 
marital status, education, household income, employment status, occupa-
tion, ownership of present residence, age of present residence, area of 
residence, importance of gardening as a leisure activity, ownership of 
a greenhouse, hours spent on gardening activities, and plant knowledge. 
The main sources of gardening information used by Iowa households 
in 1977 were the advice of friends and neighbors, personal experience, 
newspaper and magazine articles, and nursery or seed catalogs. An 
average of 5.7 sources was used. A need for consumer education was 
suggested by these results. Nurserymen could become effective 
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infonnation agents by keeping well-informed and familiarizing consumers 
with plants that are adaptable to their home landscape. 
Females are involved in making purchase decisions in 86 percent of 
Iowa households. The choice of market outlet is influenced by convenient 
location of the outlet, reputation of the business, advice of friends, 
newspaper advertising, and nursery or seed catalogs. Fifty-eight percent 
of the respondents travel five miles or less to the place where they 
purchase their plants, seeds, and gardening supplies. The choice of 
plant varieties is influenced by the appearance, quality, and price of 
the particular plant. 
Shade is the most important reason for landscaping a home. Three 
motivations for landscaping are seen in the results of this study. One 
motivation is rewards: beautification of the property and increase in 
the value of the property. Another motivation is functional: shade for 
the home and control of soil erosion. The third motivation is social: 
personal pride. By appealing to all of these motivations for landscaping, 
nurserymen could reach a wider range of customers for landscape plants. 
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APPENDIX A: QUESTIONNAIRE AND COVER LETTERS 
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A SURVEY OF IOWANS' IDEAS 
ON GARDENING AND LANDSCAPING 
Instructions for Completing the Questionnaire 
Most questions in this booklet can be answered by placing a check 
(\/) in the appropriate space. A few questions will be a nswered by 
supplying a number or other information. Each group of questions is 
preceded by a short explanation of how you r answers are to be given. 
Please read all instructions carefully before you answer the questions 
that follow them. Thank you. 
95 
1 
People have a wide range of interests and leisure time activities. The following 
questions deal with how you spend your free time. 
1) Please estimate how many hours per week ~ usually spend on each of these activi-
ties during the spring, summer, and fall months (April-October). Do not include time 
spent by other members of your household. Please chec k the approp~a~column below. 
Hours per week usuall y spent by you during spring, swmner, 
Activities and fall. (April through O<:t c oe r ) 
None 1-2 hrs. 3-4 hrs. 5-6 hrs. 7 hrs. or more 
Camping 
Picnicking 
Fishing 
Hunting 
Going to parks 
and nature areas 
Hiking or walking 
for pleasure 
Participating in 
outdoor sports 
Reading books, 
magazines, and 
newspapers 
Watching TV 
Attending movies 
Attending meet-
ings of clubs and 
organizations 
Hobbies such as 
stamp collecting, 
knitting, etc. 
Playing cards I 
or indoor games I I 
2) Do you consider gardening to be an important leisure time activity for ~? 
YES NO 
3) Do you or anyone in your household have the responsibility for care and mainten-
ance of a lawn, vegetable garden, flowers planted outdoors, fruit trees, or indoors 
plants ? 
YES IF YES, PLEASE GO TO PAGE 2, QUESTION 4. 
NO IF NO, PLEASE GO TO PAGE 9 AND CONTINUE TO COMPLETE THE QUESTIONNAIRE 
STARTING WITH QUESTION 22 ON PAGE 9. THANK YOU. 
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4) We are especially interested in how much time people spen~ on gardeni ng ac tivi-
ties. Please estimate how many hours per week~ usually spend on ca re and main-
tenance of each of these i t ems and check the app ropr iate co lumn. Do not i nc lude 
time s pent by other household members. 
Hou r s per week usually spent by you on ca r e and 
maintenance (year-round} 
None 1-2 hrs. 3-4 hrs. 5-6 hrs. 7 hrs. or mor e 
Indoor plants 
Hours per week usually spent by you on care and 
maintenance (during the growing season - April 1 
to October 31) 
None I 1-2 hrs. I 3-4 hrs. I 5-6 hrs. 7 hrs. or more 
I I 
Vegetable garden 
Flowers planted outdoors 
! 
Fruit trees 
Shade trees 
Shrubs 
Lawn i 
Other (please specify) I 
I I 
I 
I I 
5) Did your household have a greenhouse in 1977? YES NO 
6) Are you a member of a garden club at the present time? YES NO 
7) Please indicate whether or not the other members of your household are inter-
ested in any type of gardening activity. Do they participate in gardeni ng activi-
ties? Leave blank if it does not apply to your household. 
Your Spouse 
Others (please 
specify) 
Interested in 
gardening 
activities 
YESj NO 
Participate in 
gardening 
activities 
YES l NO 
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The pucpose of the next two questions is to discover what sources people use 
to obtain gardening informa tion. Pleas e answc c these questions whether you garden 
or not. 
8) Ple.1se check the sour C' es that you or other members of your household usP for 
gardening lnformatj on. Please check all that apply. 
news pa pees 
magazines 
books on gardening 
television 
radio 
friends 
neighbors 
co-workers 
garden club 
univecsity extension bulletins 
and newsletters 
nursecy and seed catalogs 
personal experience 
leaflets available from seed 
and nursery companies 
other (please specify) 
sales clerks in stores 
county extension agent 
I never use gardening information 
9) Following is a list of magazines that often contain gardening information. 
Please indicate whether or not you or other household members subscribe to these 
magazines and whether or not you or other household members use them for gardening 
information. 
Subscribe to 
Please check 
I YES NO ~ YES or NO ~ 
I 
I Better Homes and Gardens 
Ladies Home Journal 
; 
I Good Housekeeping 
i American Home 
I House and Garden 
I 
House Beautiful 
Apartment Life 
I 
I Flower and Garden 
I 
Workbasket 
Farm Journal 
I Successful Farming 
I 
I I Wallace's Farmer I 
Horticulture Ma2azine 
I ! Or2anic Gardenin2 
Use for gardening 
information 
YES NO 
I 
I 
I 
I I I 
I 
I 
I 
' I 
I I 
I 
Pleas e list any ocher magazines you or other household members use for gardening 
in fc•rma t i on . 
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10) Have you seen and/ or heard of the following plant s? 
YES NO YES NO 
000'.WOOd Lobelia 
Honevsuckle Torenia 
Cotoneaster Parsnio 
Euonvmus Kohlrabi 
Ash Salsifv 
Wisteria Amarvllis 
Golden Raintree Croton 
Redbud Phlox 
Sumac Crocus 
Fllbert Columbine 
Arborvitae ' Nuns hood 
Soirea Hos ta 
Privet Kangaroo 
GinkO'.o 
Plant 
Junioer Chalk Bush 
******* 
The next six questions are of particular importance to this 
study. We would like to know about people's purchases of plants 
and gardening supplies. Please answer the following questions 
carefully and completely. 
Nursery stock includes: evergreen trees; shade trees; 
evergreen shrubs; other shrubs; rose bushes; fruit and nut trees; 
strawberry, raspberry and blackberry plants; grape vines and 
perennial flowering plants such as peonies, irises, lilies, tulips, 
etc. 
DO NOT include vegetables, indoor plants, or annual flowers 
such~ petunias, geraniums, marigolds, etc. 
11) When did you make your last purchase of nursery stock? (Check 
one only.) 
this year (1977) 5-7 years ago (1972-1970) 
last year (1976) 8 or more years ago (1969 
before) 
2-4 years ago (1975-1973) 
or 
have never purchased nursery 
stock 
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12) How often do you usually purchase nursery stock? (Check one only.) 
every year 
~~ every 2-3 years 
~~ every 4-5 years or more 
have never purchased nursery stock 
13) When do you expect to make your next purchase of nursery stock? 
(Check one only.) 
__ next year (1978) 
__ within the next 2-3 years (1979-1980) 
more than 3 years from now (after 1980) 
never 
don't know 
14) Approximately how much do you expect to spend next year (1978) for 
nursery stock? Please do not include vegetables, indoor plants, or 
annual flowers. (Check one only.) 
nothing $100-$199 
less than $25 $200 or more 
$25-$49 don't know 
$50-$99 
100 
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15) This page contains a list of plants and gardening supplies that you or someone in 
your household may have purchased in 1977. Please read through the list and estimate 
to the nearest dollar the amount spent for each item in 1977. Place that figure in the 
column marked $. Then decide from which type of store the greatest dollar amount of 
each item was purchased and check the appropriate column. If you did not purchase an 
item in 1977, write 0 in column$ and go on to the next item. 
I $ I MOST PURCHASED FROM: 
,.., C/J • 
$~ ! 
,.., '17 •• '!> • ~ o~f:...,~ r:: q/' . 
~ C/J I\ CJ .:/! q, q, ,.., rJ' '17 : ~~ 
q, -! ~ § e- ~~,§. o: ,.., ..., q, CJ q, ,J q, ~l:l,q,'C/) ..., ;:, q,l::Jr§"(JC/J ..., ,. .... r:: ,..,"' OJ,.., • ~ -.!1-<? Z' Q CJ ;:, q, q," 
...,ti' ,f..; ~:? 0'41 ~'-' 1..,t;: 0 '17.... C/J ,. ,.., e-<tJ~·°'"" oq, f t-"'ll .... ..., ,. ,.., q, ,..,,..,§E;;'q, ;; ~§ ~'17° oCJ..;if30' ~ $ !: <J-<?b $1 ~,.-<? "':f ~ 0 q, CJ ~ 
Flower seeds I 
Vegetable seeds 
Annual flowering plants 
for outdoor use such as 
petunias, geraniums, 
marigolds etc. 
Vegetable plants 
Indoor foliage plants 
Perennial flowering plants 
such as peonies, irises, 
lilies tulips, etc. 
Rose bushes 
Strawberry, raspberry, and 
blackberry plants, and 
grapevines 
Evergreen trees 
Shade trees 
Fruit and nut trees such as 
apple, pear, or walnut I 
trees. etc. 
' I 
Evergreen shrubs I 
Other shrubs I 
Fertilizers, lime, mulch, i I I peat potting soil ' 
Pesticides for lawn and 
I 
i I I 
garden use (insect, disease i I I and weed control products) 
Other gardening equipment I I 
' I and supplies (please specify) I I I 
' ! I I 
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16) This page is similar to the last page except that now we would like you to estimate 
what plants and gardening supplies you and other members of your household expect to pur-
chase next year (1978). Please read through the list of items and decide whether or not 
you or someone in your household expects to purchase that item in 1978. Check yes or no 
in column 1. For each item you expect to purchase in 1978, decide from which type of 
store you will be most likely to purchase that item. Check only one type of store for 
each item you expect to purchase. 
I 1 I MOST LIKELY WILL BE PURCHASED FROM: .. : 
;J1 "' -Ao~• o~ .. · ~ qr Ill • "' >y ~ Ill CJ ::-"' ..5' .. Ill rJ' -<: t ..5' (;' .r Q "' t ,g> $ti Ill .... o ~ qr G- CJ "' Ill Ill~~ (j f t: .,111 ~ !-''' ~ ~ .. :, ., ~ 'b cJ ., Ill 111" 
§'..., !J' t'-8...,-q,;J tf "' Q"' ., .... c qr .. /: :.'Ir 8 Q. ,. 1110J111,l..,f;;'1.., 
qr .. CJ <\?,"' .f Qo ::: l ;J '1; ,., c;o ~.:;,;.,..., ~ c ~ ;J1 
YES 
C,qr~qro :.t NO ~ <J':f ~ 
Flower seeds 
Vegetable seeds 
Annual flowering plants 
for outdoor use such as 
petunias, geraniums, 
mari11.olds. etc. 
Vegetable plants 
Indoor foliage plants 
Perennial flowering plants 
such as peonies, irises, 
lilies tulips etc. 
Rose bushes 
Strawberry, raspberry, and 
blackberry plants, and 
11.raoevines 
Evergreen trees 
Shade trees 
Fruit and nut trees such as 
apple, pear, or walnut 
trees, etc. 
Evergreen shrubs 
Other shrubs 
Fertilizers, lime, mulch, 
I peat, potting soil 
Pesticides for lawn and 
garden use (insect, disease I 
and weed control oroducts) 
Other gardening equipment 
and supplies (please specifyl : 
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If your household did not purchase any of the items on page 6 in 1977, you do 
not need to answer the following questions and may skip to quest ion 23 on page 9. 
If you purchased any of the items on page 6 in 1977, please answer the following 
questions. 
17) Which member(s) of your household made most of the decisions on purchasing nur-
sery stock, other plants, and seeds in 1977? (Check one only.) 
I do } GO TO QUESTION 18 __ My spouse and I 
__ My spouse 
members} 
GO TO QUESTION 22 ON PAGE 9 
Other household 
18) If you or you and your spouse made most of the purchasing decisions in 1977, 
which of the following influenced your choice of where to purchase nursery stock 
and other plants? Please check all that apply. 
radio ads 
t.v. ads 
__ newspaper ads 
__ magazine ads 
__ nursery or seed 
catalog 
yellow pages of 
-- telephone book 
__ ease of purchase by mail 
convenient location of business 
reputation of business 
advice of friends 
county extension agent 
don't know 
other (please specify) 
19) Please check the three most important reasons why you chose the particular tyPes 
or varieties of plants that you purchased in 1977. 
__ price 
__ quality 
brand name 
appearance of plant 
-- (size, color, etc.) 
advice of friends 
university extension bulletins 
radio or t.v. ads 
__ newspaper or magazine ads 
__ nursery or seed catalog 
__ other (please specify) 
20) How far do you travel to the place where you purchase most of your nursery 
stock and other plants ? 
1 mile or less 
2-5 miles 
6-10 miles 
11-20 miles 
more than 20 miles 
__ purchase by mail order 
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21) Do you usually make a special shopping trip just to purchase nursery stock and 
other plants? 
YES NO 
22) Did you purchase any nursery stock, other plants or seeds in the past twelve 
months for gifts? 
YES NO 
23) Have you seen or heard the expression "Green Survival"? 
YES NO 
24) We are also interested in your ideas about landscape plantings. Following is a 
list of various purposes for landscaping. Please indicate with a check how important 
you think each of these purposes are in landscaping. 
Purpose 
Beautification 
Screening for privacy 
Reduce noise 
Shade 
Control foot traffic 
Control soil erosion 
Attract birds and wildlife 
Neighborhood pride 
Increase value of property 
Reduce dust and dirt 
Windbreak 
Hobby or exercise 
Personal pride 
Very important Important Not important 
Please list any other purposes of landscape plantings that you feel are important 
or very important. 
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The following series of questions concerns your present living situation. Please 
follow the instructions ca refully . 
25) Please check one of the following which best describes your present residence. 
~~ single family house 
duplex (2 un~.t s) 
apartment (3 or more units) 
townhouse 
condominium 
mobile home on a rented site 
mobile home on land owned by you 
other (please specify) 
26) How many years have you lived at your present residence? ~~~~~~~- years 
27) Please check one of the following which best describes the area in which you 
presently live. 
on a farm 
rural, non-farm 
small town (under 5,000) 
~~medium-sized city (5,000 to 50,000) 
large city (over 50,000) 
28) Do you own or rent your present residence? 
OWN IF YOU OWN YOUR RESIDENCE, PLEASE CONTINUE WITH QUESTION 29. 
RENT IF YOU RENT, PLEASE GO TO PAGE 11, AND CONTINUE THE QUESTIONNAIRE 
STARTING WITH QUESTION 36 ON PAGE 11. THANK YOU. 
29) If you own a single family house, townhouse, or a mobile home on land owned by 
~· please answer the following questions. If not, skip to Question 39 on page 12. 
30) What is the approximate age of your residence? years 
31) At the time you purchased your home, was it: (Check one only.) 
not landscaped 
partially landscaped 
fully landscaped 
32) The quality of the landscaping of my home at the time I purchased it can best 
be described as: 
very good 
good 
fair 
poor 
not landscaped 
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33) At the present time, is your residence: 
not landscaped 
partially landscaped 
fully landscaped 
34) The quality of the landscaping of my home at the present time can best be de-
scribed as: 
very good 
__ good 
fair 
poor 
not landscaped 
35) Do you feel that some of the trees or shrubs in your home landscape will need 
replacement within the next five years? 
YES NO 
PLEASE SKIP TO QUESTION 39 ON PAGE 12. 
* * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * 
36) If you rent your present residence, do you expect to purchase a single family 
house or townhouse within the next two years? 
YES NO 
37) What importance would you place on the landscaping of a house in your decision 
to purchase it? 
very important 
moderately important 
of little importance 
no importance 
38) Shown below is a list of landscaping features which could be important in a 
decision to purchase a house. Please check three features that would be most impor-
tant for you. 
space for vegetable garden 
space for flowers outdoors 
large lawn 
mature trees 
privacy outdoors 
space outdoors for pets 
space for outdoor living 
(patio, deck, swimming pool, etc.) 
fully landscaped lot 
room to make more landscape plantings 
other (please specify) 
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We would like to ask a few questions about yourself. Please fill in the blank or 
check one answer on each question. Your answers will be kept strictly confidential. 
39) Your marital status: 
never married 
now married 
separated 
divorced 
widowed 
40) Your age: 
years 
41) Your sex: 
male 
female 
42) Your education: 
never attended school 
some grade school 
completed grade school 
some high school 
completed high school 
some college 
completed college 
advanced degree after 
completed college 
43) Your employment status: 
~~ employed full time 
employed part-time 
unemployed and looking for 
work 
retired 
full time homemaker 
full time student 
other (please specify) 
44) Your present occupation if employed: 
Title and kind of work 
45) The ' approximate total taxable income 
for all members of your household in 
1976: 
less than $3,000 
$3,000-$5,999 
$6,000-$8,999 
$9,000-$11,999 
$12,000-$14,999 
$15,000-$24,999 
$25,000 and over 
46) Number of people living in your 
household at the present time, including 
yourself: 
47) Number of children in your household 
in each age groue: (if none, write 0) 
5 years old or younger 
6 to 14 years old 
15 to 18 years old 
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THANK YOU FOR COMPLETING THIS QUESTIONNAIRE~ If you have any comments about 
this questionnaire that you would like to add, please write them in the space below. 
We are interested in your colil!llents and they will be read. 
* * * * * * * 
Your contribution to this study is greatly appreciated. If you would like a 
summary of results, please print your name and address on the back of the return 
envelope (NOT on this qu estionnaire). We will be happy to send you a copy when all 
the questionnaires have been tabulated. 
l 08 
Iowa State Universit~ of Scienc<' and Tec/1110 /o~y Ames. /owu 50011 
De partme nt of Ho rtic ulture 
October, 1977 
Nearl y everyone has noticed the "plant boom" that is going on around us. More 
people than ever are expressing interest in the environment with its growing 
plants. Many have shown a renewed appreciation for landscaping and growing 
plants in the home. Gardening--for exercise, relaxation or good fresh 
vegetables--is more popular than we've seen for many years. 
Iowa Sta te University is undertaking a study of the plant buying practices of 
Iowans and their ideas and opinions about plants and gardening. The results 
will help the producers and marketing system do a better job of furnishing what 
Iowa buyers want. 
You are one of a number of Iowans selected randomly from your community to 
express your ideas and opinions on gardening and landscaping. It is important 
that you complete and return the questionnaire, so that the results of this 
study truly represent the thinking of the people of your area. Even if you are 
not a gardener, we need your cooperation in order to complete the study. To 
a ssure that all adults are fairly represented, an adult male is requested to 
answer in some households and an adult female in others. In your household, 
an adult male is asked to complete the questionnaire. However, if no adult 
ma le lives at this address, then an adult female should complete and return 
t he questionnaire. A postage-paid enve l ope is enclosed for your convenience 
i n returning the questionnaire. 
Your answe rs will be kept strictly confidential . Each questionnaire contains 
an identification number. This is only so your household can be checked off 
the mailing list when your questionnaire is returned. ~ames will not be 
placed on the questionnaire. Also, results of this study will not be published 
i n such a way that answers by any individual can be identified. Your 
participation is voluntary. You may refrain from answering any particular 
question(s). 
We will be ha ppy to answer any questions you might have concerning the 
questionna ire. Please write or call collect 515-294-1916. Your response is 
of the utmost importance to this research project. Please complete the 
questionnaire and return it today, if possible. Thank you for your cooperation 
and help. 
Sincerely, 
Emi.iy LUL<::H<.. "' u 
Resea rch Assistant 
and 
James Kelley 
Associate Professor 
Dept. of Horti~ulture 
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Last week a questionnaire seeking your ideas and opinions about 
gardening and landscaping was mailed to you. 
If the questionnaire has been completed and returned, please accept my 
sincere thanks. If not, please do so today. Your cooperation is of 
the utmost importance because this questionnaire has been sent to a 
representative sample. It is extremely important that your question-
naire also be included in order to complete the study and to assure 
that the results accurately represent the opinions of Iowa. 
Your assistance is greatly appreciated. 
Sincerely, 
Emily Lorenzen 
Research Assistant 
Iowa State University 
Ames, Iowa 
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n !f/i 
Iowa State Universit~ nf Scil' ll C<' anti Teclt11 0 /11gy Ame.1. Imm 50011 
D..: r artme nt n f Hllrt il:11lturc 
About three weeks ago you received a questionnaire seeking 
your ideas and opinions on gardening and landscaping. As of 
today, we have not yet received your completed questionnaire. 
This study was undertaken to determine the plant buying 
practices of Iowans and to help the producers and the 
marketing system better meet the needs of Iowa buyers. 
Therefore, it is important that we receive your completed 
questionnaire. 
We are writing to you again because of the importance of 
your questionnaire to this study. Your household was drawn 
through a scientific sampling process. In order that the 
results of this study truly represent the thinking of the 
people of Iowa, it is essential that an adult in each sample • 
household return the questionnaire. Please complete and 
return it today in the postage-paid envelope. 
In the event that the questionnaire may have been misplaced, 
we have included a replacement. If you have any questions 
concerning the questionnaire, please feel free to write or 
call collect 515-294-1916. Thank you for your cooperation 
and help. 
Sincerely, 
Emily Lorenzen 
Research Assistant 
and 
James Kelley 
Associate Professor 
Dept. of Horticulture 
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APPENDIX B: COMPARISONS TO CENSUS DATA 
• 
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Table B.l. Comparison of income of single person households: This study 
vs. Iowa Census 1970 and 1960 
This study Cl 977} Iowa Census 1970 Iowa Census 1960 
Do 11 ars N % % % 
<3,000 23 22.3 64.4 77.8 
3,000- 5,999 27 26.2 20.0 17.3 
6,000- 8,999 11 10.7 9.3 3.7 
9,000-14,999 34 33. l 4.9 0.9 
15 '000-24' 999 5 4.9 0.9 0.2 
~25' 000 3 2.9 0.4 0. l 
Total 103 
Table B.2. Comparison of income of households with two or more persons: 
This study (1977) vs. Iowa Census 1970 and 1960 
This study (1977) Iowa Census , 970 IarJa Census 1960 
Dollars N % % % 
<3,000 27 4.6 1o.2 25.3 
3 '000- 5 ,999 41 7.0 17.3 36.7 
6,000- 8,999 51 8.7 22.5 23.6 
9 ,000-14,999 176 30.2 33. 9 11. 3 
15 ,000-24 '999 183 31.4 12.8 2.3 
'.:25' 000 105 18.0 3.5 0.9 
Total 583 
Table B.3. Comparison of income of all households: This study (1977) 
vs. Iowa Census 1970 and 1960 
This study ( 1977) Iowa Census 1970 Iowa Census 1960 
Dollars N % % % 
<3 ,000 50 7.3 24.9 36.8 
3,000- 5,999 68 9.9 18.0 32.4 
6 ' 00 0- 8 ' 99 9 63 9.2 18.9 19.2 
9,000-14,999 210 30.5 26.0 9.0 
15 '000-24 '999 189 27.5 9.6 1. 9 
:'.:25,000 108 15. 7 2.6 0.7 
Total 688 
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Table B.4. Comparison of educational level of persons ~ 25 years old: 
This study (1977) vs. Iowa Census 1970 and 1960 
This study Iowa Census Iowa Census 
( 1977) l 970 1960 
Educational level N % % % 
Never attended school l o. l 0.6 0.5 
Some ~rade school 12 1.6 7.0 13.2 
Completed grade school 75 l 0. 3 18.5 24.3 
Some high school 81 11. l 15.0 15.7 
Completed high school 268 36.8 38.7 30.3 
Some college 139 19. l 11. l 9.6 
Completed college 88 12. 1 5.5 3.9 
Advanced degree 64 8.8 3.6 2.5 
Total 728 
Table B.5. Comparison of percentage male and female in the population: 
Tnis study (1977) vs. Iowa Census 1970 
This study (1977} Iowa Census 1970 
Sex N % % 
Male 379 48. 1 48.6 
Female 409 51.9 51.4 
Total 788 
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Table B.6. Comparison of marital status by sex: This study ( 1977) 
vs. Iowa Census 1970 
This study { 1977) Iowa Census 1970 
Marital status N % % 
Ma 1 es ( 14 .l:'.ea rs and older) 
Never married 25 6.7 27 . 4 
Now married 323 86.6 66.7 
Separated 4 1. 1 0.6 
Divorced 12 3.2 2.2 
v/idowed 9 2.4 3.2 
Total 373 
Females Cl4 .l:'.ears and older} 
Never married 44 10.8 22 .o 
Now married 260 64.0 61. o 
Separated 5 1.2 0.7 
Divorced 14 3.4 3.0 
Widowed 83 20.4 13. 1 
Total 406 
Table B.7. Comparison of age distribution: This study (1977) vs. Iowa 
Census 1970 
This study ( 1977) Iowa Census 1970 
Years N % % 
20-29 146 18.6 21. 1 
30-39 122 15. 5 16.7 
40-49 121 15.4 18.0 
50-59 158 20. 1 16. 8 
60-69 140 17.9 13. 6 
~70 99 12.6 13.9 
Total 786 
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Table B.8. Comparison of area of residence: This study (1977) vs. Iowa 
Census 1970 
This study (1977) Iowa Census 1970 
Population of area N % % 
<5,000 377 46.8 49.9 
5,000-50,000 238 29.6 25.7 
>50,000 190 23.6 24.5 
Total 805 
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APPENDIX C: HUMAN SUBJECTS REVIEW COMMITTEE APPROVAL 
IOWA STATE UNIVE~SITV 
(Pie••• follow the •ccomp•nylng Instructions for completing this form.) 
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Tlt1a of project (pleaie type): Consumer Attitudes Concerning the Purchase of 
Nursery Stock and a Consumer Profile of Buyers of Nursery Stock 
I •gr•• to provide the proper surveillance of this project 
and welfare of the human subjects are properly protected. 
In procedures affecting the subjects after the project has 
submitted to the conrnlttee for review. 
James D. Kelley 9/12/78 
to insure that the rights 
Additions to or changes 
been approved will be 
Typed Named of Principal Investigator Date ·.Signatlhte or t"rinc1p~y..s;__;i~~..>r 
203G Old Botany 294-1916 
Campus Address Campus Telephone 
Slgn•tures of others (If any) Date Relationship to Principal Investigator 
ATTACH an additional page(s) (A) describing your proposed research and (8) the 
subjects to be used, (C) Indicating any risks or discomforts to the subjects, and 
(D) covering any topics checked below. CHECK all boxes applicable. ,,. 111 .~-, "\\ \ 1.' '. ' 0 Medical cleuance necessary before subjects can participate ,..~'<J + >;p 
~ .... l) 0 Samples (blood, tissue, etc.) from subjects <D S1 rn78 .":?, 
D ~ R[l. i. . ~ Administration of substances (foods, drugs, etc.) to subjects ~GRADUArl i.Uli , ~ 
0 Phys I c• 1 exerc I se or cond It I on Ing for subjects ~~ 1· s. u. ~~ 
D Decept Ion of subjects Pl'ccBGL?.'~i~'IJ 
[] Subjects under 14 years of age and(or) [:::J Subjects 14-17 years of age 
[] Subjects In Institutions 
[] Research must be approved by another Institution or agency 
ATTACH an example of the material to be used to obtain Informed consent and CHECK 
which type will be used. 
r:::J Signed Informed consent will be obtained. 
[!I Modified Informed consent will be obtained. 
Anticipated date on which subjects will be first contacted: 
Anticipated date for last contact with subjects: 
Month 
9 
9 
Day Year 
77 
78 
) If Applicable: Anticipated date on which audio or visual tapes will be erased and(or) 
Identifiers wlll be removed from completed survey Instruments: 
) SlgnatuJ~ of Hea~ or Chairperson Date 
Month Day Year 
Department or Administrative Unit 
Rev I sed 6/78 ,. 
